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Meeting and Beating the 
New Competition 


The thousand or more 

merchants who at- 

tended the fifteenth 

annual ‘convention of 

the Middle Atlantic 

Shoe Retailers Asso- 
ciation at the Hotel Adelphia, Philadel- 
phia, the first three days. of this week, 
carried home with them some real educa- 
tion. Most of the fluff and feathers that 
accompany the usual convention were 
side-tracked at the three-day session and 
an educational program of a highly interesting nature 
was successfully put over, due in no small measure to 
the hard work of Cal Mensch, managing director ; 
George Ludebuehl, president; and George Garman, 
chairman of the convention committee and the other 
members of the convention committee. 

The educational work got into full swing on Tuesday 
when such topics as meeting chain store competition, 
advertising, window display and similar topics were 
discussed by various speakers and then taken up in open 
forum. The open forum sessions continued on Wednes- 
day. 

One of the new topics to be discussed was radio, its 
influence on the shoe trade and its use as a medium of 
advertising. This is probably the first time that radio 
has been given serious discussion at a shoe convention. 

One of the most important problems facing retail 
shoe merchants today, judging by discussion at the con- 
vention is that of direct contact with the public—in 
other words, the salesman on the floor. The problem 
as laid down by E. T. H. Bowen of Baltimore, and 


The Solution, 
Middle Atlantic 
Merchants Hear, 
Is in the Proper 
Training of Sales- 
men—No More 
High-Powered 
Stuff 


M. G. Harper of Philadelphia, is that of 
getting the salesman in the store to 
render a proper service to the public. 
In his talk Mr. Bowen assert- 
ed that people are now buying 
shoes to fit their eyes rather than 
their feet, making the problem 
of proper fitting doubly hard. 
Shoe merchants, he said, should 
see to it that their customers are 
served by well informed clerks 
who can give real fitting service 
and not by high-powered salesmen who think 
only of turning in big sales. 

He referred to a coming campaign among the schools 
along the line of the tooth brush campaign, which prob- 
ably will develop a trend harmful to the shoe trade and 
said that the only method of combatting it will be by 
building up a reputation for real service. 

Mr. Harper, speaking on the subject of the new com- 
petition, said that with the right kind of professional 
service the shoe trade can meet any competition for the 
consumer's dollar. He pointed to the fact that the shoe 
trade was probably the first American industry to adopt 
mass production and had made great strides in the pro- 
duction end, but that selling methods were practically 
the same as they were in the nineties. 


When to Refuse to Sell 
“Sell more shoes,” he said, “by refusing to sell your 
customers shoes not suited for them. In our store, where 
we handle correctvie footwear as well as style shoes, 
we will not permit a customer to buy shoes that are not 


[TURN TO PAGE 52, PLEASE] 
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A simple background in beige colorings, used by Stern’s, New York, in their sunny Forty-second Street windows 


SOUTH STAGES COLOR RIOT 


Footwear Plays Most Important Role in First 
Fashion Showings at Palm Beach 


HE first convincing flashes of fashion from the 

South come from Palm Beach. Fashion resorts 

in Florida have a sparkle of style to them this 
season quite different from former seasons. 

There are two classes of people who go to Florida; 
those who are in the elder brackets of life and who try 
to get away from wintery weather; and those who 
rush to Florida for the social season, live it intently, 
and then rush back to the activities in the North. 

It is the latter class which is fashion wise and which 
gives style expression to what is termed the Florida 
season. The exodus of wealthy people from New York, 
Chicago and other northern cities has been above the 
average. 

Most of the society people go South prepared with 
garments and footwear purchased in the North. When 
they find the need for lighter weights and lighter colors, 
they patronize the local stores. The other class of 
Florida winter residents, who go to escape the weather, 
usually buy their clothes and footwear in Florida. 

Therefore, the style picture, as presented in fashion 
resorts this season is a trifle more difficult of interpreta- 
tion than previously. Sunshine is brilliant in Florida, 


and clothes can be brighter in color, because it is the 
play season of the year for the socially elect. To take 
the same colors into the North in May, June, July and 
August would be dangerous because the slant of the 
sun is different, and the effect of color against the green 
summer background is decidedly different. A back- 
ground of sand permits color liberty. A background 
of green is something else again. 

Palm Beach has accepted this season, a range of 
pastels, neutrals, and super-imposed colors on neutrals 
for footwear. In past seasons the bright red kid shoe 
and the red and white combinations pulsated the fashion 
of the smart young modern. This season shantung 
seems to be a very strong note in all-over embroidery of 
pumpkin shades and. pastels and a simple T-strap or 
high riding one-strap of pastel silk kid finishes the shoe. 

Sandal types in multi colors, unlined punched hole 
effects, pastel kids with complementary color trim, are 
all in the Palm Beach picture. The forecast for the 
lower heel is not shown in the Palm Beach wear as the 
parasol sunshade type of clothes demand the open or 
semi open shank and high heel types. Some very new 
shoes are being made of silk called “Dresden Print” 
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which has the appearance of being taken from some old plate of 
museum fame. Beautiful hand blocked scarfs have been imported 
from the silk manufacturers and cut up for custom footwear. These 
are usually in the soft chianti, green and yellow tones. 

The garment retailers have chosen four colors for the season— 
Bonnie. Blue, which is a deep royal tone blue; a soft green, orange, 
and French Beige, and the shoe manufacturer has chosen his colors 
this season to link-up with the dress industry colorings. Many retail 
shoe merchants have placed their orders for Lido Sand as one of the 
first sellers of the spring, overlooking the prominence of French Beige. 
French Beige is being styled in the smartest millinery and dress houses, 
Highland, Milgrim, Hickson and Kurzman, have already displayed their 
imports in these shadings. White buck with stripings and bandings 
in French Beige is one of the new notes in custom footwear. These 
shoes may be worn with all white, or with any of the French Beige 
ensembles. Many of the coatings are coming through in beige and 
white mixtures. 

Palm Beach clothes are a riot of color. Leading are the three piece 
frock, short or long unlined coat, a tucked in blouse, and the soft 
skirt. Angorra, velveteen and corduroy, flat crepes and chiffons are 
noted among the smart. In white, which is to be very popular, pussy 
willow seems to take the lead for daytime wear. 

Yellow and banana shades are being shown, as are the tomato shades 
with white combinations. The straw hat is again in evidence, and one 
sees the big floppy one, as well as the tiny turban. 

There is an influence of the Turkish motif in most all of the clothing 
of today, due perhaps to the favor which the public has shown for the 
spangled jacket, the turban hat and satin pajama suit. The creators in 
almost all their stylings are using the Turkish architecture motif to 
swing their theme. The mosque, with its bulging top and spire, is 
being used as an outline on sweaters and dresses, and on the vamps 
and quarters of shoes this line is coming in very strongly. Some of 
the smartest makers are styling a tongue pump, and this tongue is cut 
with this same mosque motif. 





Ornate Brilliancy Wins for This Cameo Front 
Slipper a First N. 8S. R. A. Prize 


wear a wider op- 
portunity for di- 
versity im eve- 


The evening 
side of life fills a 
larger part than 


ever before, and a 
new period of so- 
cial activity lies 
ahead. Not so 
many years ago 
society stopped its 
functions with the 
close of the winter sea- 
son. Now with youth 
playing a most im- 
portant part in evening 
affairs, the social sea- 
son continues the year 
round, and is more bril- 
liant in its colorings 
and effects as summer 
approaches. This gives 
to every shoe store 
handling evening foot- 


ning footwear 
than ever before. 
There is no limit 
to the possibilities 
of footwear, de- 
sign and ornamentation, 
The shoe covered with 
little seed pearls is the 
very height of footwear 
Creation. 
The blending of colors 
and the tinting of slip- 
pers gives both har- 
mony and diversity to 
selection. Merchants 
are beginning to have 
courage to ask a high 
price for unique eve- 
ning footwear. 











BOOT AND 


From the Garment 
Retailers’ Show—new 
ideas in bridal cos- 
tumes; and, on the 
opposite page, the 
printed “Pussy Wil- 
low” beach coat. and 
a frock of printed 
“Will - 0’ - the - Wisp” 
chiffon 
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NEW COLORS IN GARMENTS 


French Beige, Bonnie Blue, Light Green, Orange 


ment Retailers of America staged last week at 

the Hotel Astor, New York, their semi-annual 

fashion show. In attendance were buyers from all parts 

of the country, and people interested in fashion, design 
and color in women’s clothes. 

The show was held one night only and the charge 


v I NO herald the coming of Spring fashions the Gar- 


was $12.50 per ticket. Four outstanding colors domi- 
nated the showing. The first, French beige; second, 
bonnie blue, which is a dark, rich blue, blending with 


commander blue; a lighter green, and a rich shade oi 
orange. These four colors sweep into the dress mod 
for the Spring season. 

Some effort was made to blend and harmonize shoes 
with the costumes. The footwear displayed was from 
I. Miller and Saks-Fifth Avenue, but in many instances 
the color harmonies were not carried through because 
the shoes and the costumes were not coordinated in 
advance. 

The combination of black and white was given muc! 








January 26, 1929 


~“ 


prominence as an early Spring influence. The positive 


supremacy of sport wear was shown in most of the day- 
time costumes displayed. 

Many new fabrics have been developed, and the 
ensemble in two tones and two fabrics in the dresses 


was carried out also as a shoe theme. 

A decided effort was made to put cotton into the style 
picture. The importance of checks in black and white 
and yellow and white in jacket suits was a gesture on 
the part of American stylists to put washable fabrics 
into the style picture. Checks are anticipated in woolens 
for early Spring wear. 

There were six types of shoes shown on the runway 
typical of neatness of pattern, and the practical applica- 
tion of types of shoes to the class of costume worn. 
We illustrate the six types from the I. Miller presenta- 
tion. 

A style theme that was given promi- 
nence in the Spring fashion book of the 
Garment Retailers of America was by 


These were the outstanding 
shoes on the runway at the 
Garment Retailers’ Show 
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Paul H. Nystrom, who is author of “Economics of 
Fashion.” 

“Fashion,” he says, “is a social phenomenon of great 
power, the recognition of which should be helpful to all 
classes of business engaged in the production and dis- 
tribution of fashion lines. From such information as 
is available from past experience it seems that mer- 
chandising, when in conflict with fashion movement, has 
very little chance of success. There is constantly a great 
deal of waste of energy as well as of money in produc- 
ing and pushing style merchandise that'is not in fashion, 
in advertising what is not in fashion, in giving valuable 
window and floor display to what is not in fashion, and 
in keeping capital tied up in what is not in fashion. 

“Tt would seem that a necessary step toward better 
merchandising of fashion goods would be to get more 
information about these fashion move- 
ments; in other words, to substitute 
facts for guesses, reasoning for hunches, 
and a bit of science for the mystery.” 
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Getting More Shoes Sold Right 













Now Split-Attention 


S attention one of those things that can be successfully 
divided? Can a man take in the music of the radio, 
the conversation in the room, and continue to read a 
book, and have all three register forcefully on the brain? 
Some of the shoe stores that have tried radio as a form 
of customer entertainment find that the diversion of the 
mind brings less sales decision. 

Is so much radio developing a peculiarity that might 
be termed “the tired mind”? Something has been lack- 
ing in conventions this year and it can be explained only 
by assuming this tired mindedness of men. Much good 
stuff has been presented for the betterment and progress 
of the shoe business, but the audiences have shown split- 
attention. While listening to the talks, a sub-conscious 
interest has developed in what might be going on in 
business a hundred miles away, or what might be the 
plans for the evening. These. have made most of the 
talks fail of translation into deeds and definite plans of 
progressive action. 

The printed page, therefore, comes into its new use- 
fulness as the vehicle for carrying the best thoughts 
of industry into the minds of men. One good idea 
that was muffed at Chicago was the statement by Dr. 
Joseph C. Lelyveld that one of the preventives of the 
flu is dry and warm footwear. 

One merchant who wasn’t at the convention picked 
up the idea from the printed page, and the sales that 
he made by using it were phenomenal. He showed a 
window with a series of little wooden soldiers, each 
bearing a card saying, “On Guard!” The master card 
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carried the idea, “Keep Feet Warm and Dry to Prevent 
the Flu.” He sold more high shoes and more shoes of 
durability and substance, and many more pairs of over- 
shoes as a result of using this idea. 

Another merchant found by reading that, with all the 
talk on color, there is an increasing place for black in 
early spring selections, and the purchases made since that 
discovery have put balance into a stock that would other- 
wise have been too jazzy. 

A more positive attitude in merchandising is coming, 
and the development of that policy of action comes out 
of the utterance of the idea and its subsequent presenta- 
tion in cold type. Other industries have made much 
capital out of the flu. It is a calamity; it is an interrup- 
tion to business; it is something that cannot be helped. 
The factors of prevention are care of the body, rest, and 
decided interest in keeping well. Shoes play their part, 
and the public will soon learn that summer footwear can- 
not continue to be worn the winter through. There is 
something in the warmth of boots and overgaiters that 
contributes to health, and there is much more in the 
thought that clean shoes once sold should remain the 
property of the purchaser, and not be subject to the 
continued errors and easiness of a merchandising prac- 
tice that permits any return, any time, for any cause. 


Shoe Stores—One Third 


N a research recently made by the St. Louis Globe- 

Democrat, an actual and accurate count was made 
of stores handling shoes in the district within 100 miles 
of that city. Of the 3162 stores, only 1017 are actual 
shoe stores. The other two-thirds range all the way 
from automotive stores (in which classification two 
stores handle shoes) to meat markets, in which one 
sold shoes as a by-product. It was found that two con- 
fectionery stores were in the shoe business, four drug 
stores, and seventy-one grocery stores. 

It is not surprising to find that eight millinery stores 
handle shoes, but how about the cigar and tobacco store 
discovered doing a tidy little shoe business? Naturally, 
drygoods stores and general stores top the list, and it 
is surprising to note that 1225 general and department 
stores are also in the shoe business. Be it also known 
that one jewelry store and one electrical store handle 
shoes as a side line. 

All this talk of the closing of opportunities to mer- 
chants because of the pressure of chain stores is beside 
the point, when we see actual figures showing that shoe 
stores themselves are not really completely covering the 
job of distributing shoes. If two-thirds of the stores 


in this district are not exclusive shoe stores, and are in 
the shoe business, isn’t there more opportunity for shoe 
stores that have a major interest in shoes to dominate 
the attention of the public? 

There is opportunity in the shoe business for little 
stores as well as large. The increase of service, and 
the betterment of selection will help the shoe store to 
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make its own path of progress. Too many little shops 
are fitting into the shoe picture because the shoe man 
isn’t dominating that picture. 


With Luxury—Art 


T is true there are tremendous problems, the proper 

placement of individuality in relation to mass pro- 
duction and mass consumption, but we have faith in the 
shoe industry and its progress. 

The great imprint of individuality came in the past 
25-year period. Most any man in the trade can call his 
brother merchant John, Henry or Bill, and that is a 
by-product of association life that is worth everything. 

A new type of community of industrial thought is 
coming. An organization of the ideal life of industry 
will develop a stouter, stronger, more penetrating and 
stimulating quality of leadership for the future. Origin- 
ality and independence are not to be discouraged and 
condemned as almost eccentricity. 

Mass production and mass distribution may make 
people dress, act and have tastes alike, but prosperity 
and luxury brighten the picture of selection. 

Standardization is not all that we have to show for 
the generations of labor that have preceded us. 

We may be learning to fly but we are not forgetting 
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has bitten off more than he can chew.” A man doing a 
fine business in a good store, with a good, staple line 
of goods, suddenly is bitten by the bug of ambition and 
begins to “spread out.” He puts a lot of money into 
new fixtures, new front, new goods, new ideas, new 
“pep.” Very few can get away with it. The store is 
“modernized to death.” It suddenly changes its whole 
atmosphere and becomes a strange place to its old pa- 
trons. Here is the testimony of a shoe man who went 
to the extreme. “I moved up town where I had no 
business going. I am not an uptown merchant. But I 
was overpersuaded by a smart real estate man with a 
lease to sell. I fitted up a new store at great expense. 
I put in shoes that were completely beyond my ken. In 
about six months I was the sickest merchant in town. 
Fortunately I found a man who wanted to buy me out 
and I sold quick. I came right back down here where 
I belong and here I stay as long as there is a dollar to 
be had. Do you know that some of my old trade came 
in and told me they thought I had left town?” 


** Punch-drunk’’ Business 


HERE are only two kinds of fighters—licked and 
unlicked. The licked are “punch-drunk” from blows 
on the head and will never get there. The unlicked, 


how to walk in style. » 


The new age we are ne- 
tering will be less noisy 
and more beautiful; less 
toil-worn and more hap- 
py. The social results are 
improving, and with it 
will come the apprecia- 
tion of shoes as part of 
the expression of that 
more pleasant life. We 
have before us greater 
stability and continuity 
of the economic life of 
our industry. We cer- 
tainly are not pessimistic 
about the future. 


Vanity Store 
Complex 


PRAGUE says: “Ev- 
ery man has a 
streak of vanity that he 
likes to call ambition.” 
That probably accounts 
for some of the silly 
things business men do. 
There used to be a 
homely old saying: “He 








The Reason Why 


BUCK’S BOOTERIES 
Omaha, Neb. 


I have been reading the Recorper for the past 
25 years, and your publication goes to every store 
that I have. I have the RECORDER sent to my 
General Offices in Omaha, and also to my Resi- 
dence address. 
It is a pleasure for me to state that the informa- 
tion and ideas obtained from the Boot AND SHOE 
REcoRDER have been of great benefit to me. And, 
with the opening of my new Omaha Store, I am 
even more interested than before. 
Yours very truly, 
(signed) EARL K. BUCK. 
oe: 6 
Mr. Buck’s success is predicated on his wise 
decision to pick good store managers, give them 
all the help in his power, and allow them to de- 
velop their own initiative. That the Boot anp 
SHoe Recorver has been even partially instru- 
mental in developing this success is a source of 
the deepest gratification. 


President. 








with clear heads, see the 
opportunities and score 
blow on blow. The mer- 
chant who has had a dis- 
organized business and 
disorderly methods of 
operation, hasn’t a chance 
in 1929. His habits 
won’t make for success. 

The man who plans 
his work and works his 
plan is looking for bet- 
ter business and better 
profits in 1929. He is 
putting energy into his 
capital, brains into his 
selection, and transmits 
the right information, at 
the right time, to his 
selling staff. 

Well informed sales- 
people, trained to give a 
real fitting service, are 
infinitely to be preferred 
to high-powered sales- 
men whose only thought 
is of the number of sales 
made each day. The 
independent merchant 
who has such assistance 
need never worry about 
present competition. 
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A smart kid oxford, 
lightly | stitched, 
having a new lace 
stay and top curve 
stitching 
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The wing tip with perforations 
gives a smartness to this kid shoe 
for young men 


A punched toe design with 

perforations in the cap and 

in the foxing, on a modi- 
fied French last 


A full custom toe last in 
highly glazed kid oxford 


tunity for extra pair sales this year. The efficiency 

of the manufacturer has finally evolved summer- 
weights that are a true balance of shoe construction in the 
upper, as well as in the sole. Every detail of the upper 
work is along the lines of producing the most comfort, the 
greatest ease, flexibility and lightness that can be put into 
masculine footwear. The ideal summerweight shoe is smart, 
and not only smart, but iight, comfortable and durable. 
In five years of development of summerweight interest, a 
position has been secured in men’s shoe service that makes 
possible a change of types of shoes, because of the weather, 
and summerweights, therefore, are here to stay. If every 
merchant will, at the beginning of the warmer season, dis- 
play and sell light weight shoes, the consciousness of “the 
time to change” will be made. Some men have found 
summerweight shoes so admirable for office and business 
wear that these shoes have become year round specialties. 


tei tor extra shoes for men give an oppor- 











January 26, 1929 


BOOT AND SHOE RECORDER 


Stitching on the side panels is to 
be noted on this extremely light- 
weight kid shoe for summer wear 


The Southern tie is a 

novelty in summer-weight 

footwear. This shoe fea- 

tures the classic design of 
the: plain toe 


A perfectly proportioned 
custom last, finely stitched 


give to the new shoes now being selected by mer- 

chants for summer selling, a new character and bal- 
ance. The shoes on this page are of. kid leather and indi- 
cate a smartness now possible in kid upper work that was 
out of the picture heretofore. The kid shoe of the past 
was an old man’s shoe. Now it has been brought up to 
date and made a smart feature for summer wear. The 
cooperation of a group of shoe manufacturers in the de- 
velopment of the idea of smart shoes of kid leather has 
resulted in the use of fashionable, young men’s’ lasts, with 
pattern designs that are new and pleasing to the eye. An 
exhibit of summerweight shoes for men, all made of kid, 
was held last week in Parlor S of the Hotel Astor. Some 
twenty shoe manufacturers were represented in the exhibit, 
which included not only shoes of brown and black kid, but 
several combinations of brown and white, brown and beige, 


eC materials have been perfected to 


‘ and black and white. The exhibit attracted much attention. 


The pin-hole per- 
forations and two 
rows of stitching 
balance the chev- 
ron and square 
perforation on the 


tip 
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Four Highways To 
a Profit 


Sales, Gross Margin, Operating Expense and 
Stock Inventory as Analyzed Before 
the National Convention 


By ERNEST A. BURRILL 
Educational Director of the N. S. R. A. 


regarding two profitable shoe stores: No. 1 is the 
chart on operation. Operation is paralleled by a 
chart on inventory No. 2. 

I took two businesses which were pretty big, but those 
figures, as far as operation goes, can be cut absolutely 
in half and still be in ratio and in balance. We will 
take this store first which shows 29 per cent gross profits 
and that seems awfully low. It was. But that merchant 
has a very low operating expense, due to the fact that 
he has a very low rental. That is a sub-normal gross 
profit, and I do not want you to take these as standard 
figures. 

This one is 35 per cent and that is a little higher grade 
store. It is just about where it should be, getting two 
and one-quarter turn-over. He should be sure that he 
is earning at least that amount in the final reckoning, 
and to get that in the final reckoning it means it has got 


ik these five charts I have laid out the full figures 





Chart |. Operation 
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Charts 1 to 5—Complete 
figures on the pro 
eration of two different type 
shoe stores —_ 


Eee 20964 a1» 2810) 27% venience we term 


. financial 
history chart by chart and 
own conclusions. 
These were the basis of the 


morning before the 18t 
annual convention of the 
National Shoe 
O. J. Benton 
presiding. NET WORTH 


to be a 40 per cent basis all the way through the year. 
In other words, you are going to lose about 5 per cent 
in markdowns which you can’t anticipate. 

Here is a thing that most of you are not reckoning 
on when you secure your gross profit during the year. 
Around the first of the year come depreciations, and 
some other things, which do not spread out during the 
year like the payroll does, and those things come right 
out of these profits and knock them all galley west. And 
so that $6,300 of earnings there, or 6 per cent on sales, 
and only 13 per cent on capital, is still a pretty modest 
showing for a business that has an investment of 
$34,000 or $35,000 of stock along with $53,000 in assets. 

In reference to operation (see Chart No. 3) let me 
say that you must first know what your facts are, and 
you must not guess at them. Figure that gross profit 
out day by day. Do not think because you have quite 
a few sales tickets that it is going to take a long while 





t 
‘TWO PROFITABLE ©SHOE STORES 
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Chart No. 2 
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to do it, that it does not need to be done. Be consistent 
about this. Get that gross profit day by day and know 
it in reference to men’s shoes, women’s, and children’s. 
Study it. Knowing the facts is just the first step in 
correcting an error. 

I will speak of this item of depreciation. In regard 
to the fixtures a certain amount should be charged off 
every year and accumulated in a reserve. 

Suppose you have a $5,000 fixture account. Now, 
you have a ten year lease. You should charge off those 
fixtures at the rate of $500 a year, so that those fixtures 
will be wiped off at the end of ten years. That is the 
common way. Now, at the end of your first year, on 
Jan. 1, you take $500 depreciation on your fixtures. 
You still leave your fixtures in your assets at $5,000, but 
under your reserve for fixtures you put $500 which is 
the equivalent of putting your fixtures here at $4,500 
with no reserve. In other words, the reserve for fixtures 
is to permit you to carry your fixtures at full value in 
your assets. 
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your major divisions 
and analyze the other 
expenses in miscel- 
laneous expense. In 
other words, put that 
in a separate record. 
Do not make your 
major records con- 
sist of over six or 
seven divisions. 
Condense it. 

This payroll ex- 
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pense of 11.7 per sid 
cent includes the wrt 1 39 58 69 
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proprietor’s salary, 4] 
which, in this par- 

ticular case, was a 30 18 26 37 
modest salary. I 
Chart No. § 


think if you can hold 
your selling expense in a $30,000 to 














In the second year you do the same 
thing. You take $500 more off that 
figure and you still leave your fixtures 
at $5,000 and you add $500 to your 
reserve and you build up your reserve 
to a thousand dollars. Then you see 
as you go along for five years you have 
charged off half of those fixtures and 
you have a reserve of $2,500 against 
$5,000. The fixtures will stay at $5,000 
right through for insurance purposes 
and for the purposes of your books, 
and your depreciation reserve will be 
built up at the rate of $500 a year 
until one meets the other. This is the 
standard way of doing it. 

Let us go along here with another 
little phase of operating expense on 


‘Turnover 
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$40,000 shoe store to 10 per cent, you 
are doing very well. 

Let us take a $40,000 store. There 
are three men selling equally and there 
is an average of $13,000 sales per man. 
Well now, 10 per cent of that is $1,300, 
and you cannot have many units in your 
store for which you pay less than 
$1,300 a year. So 10 per cent selling 
cost in those small stores is good. That 
does not include the proprietor. That 
is just store selling cost. Here is the 
point. In that $30,000 store where 
you maintain three units to do the 
selling, either those three units have 
got to produce more sales, or else two 


2\ 19 men have got to do the $30,000 selling 





and it can be done. It is much better 





Chart No. 3. We are still talking 
about the $30,000 store. A lot of men 


get religion on their 
TWO PROFITABLE SHOE STORES 


expense account, as 
Chart 3 Operating Expense Mr. Peterson said so 
A B 


well yesterday, and 
they say: “All right, 

Rent 13312 38% 6600 63% we will have our ex- 
pense account ana- 

“Ry Rot 1018! 17% 12.738 21% lyzed,” and they 
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thirty or forty units. 


Chart No. 4 


spread it all across 
* Including, proprictors drawing, 
account 


the board into fif- 
** This store included in the 


teen, twenty, and 
thirty divisions, and 
expense account G%on 
Capital invested 











they split it up into 
Chart No. 3 


It is not necessary 
to make so many di- 
visions of analysis 
of your expense ac- 
count, but take just 


instead of carrying along three slug- 
gish men to have two competent men. 

Let us now go to advertising. I will say that these 
figures are not exactly fair to advertising because both 
these concerns do a beautiful job in their windows and 
they have not classified their window costs in their 
advertising. I believe that you all should include your 
window costs in your advertising, perhaps keeping two 
divisions there, but, at least, consider them in ratio. 
If I did have window costs segregated it would have 
made that figure 4 per cent for advertising, I am sure. 
The figures used in the windows should not be included 
in the advertising but the little things that you buy to 
decorate your windows, and your cards, and your trim- 
mings, and things of that nature should be included in 
that account. Any permanent fixtures should go into 
your assets, but those incidental things should be put in 
with this expense item. 

I think you should split your advertising three ways 
and it is just as much subject to analysis as your whole 
expense account is. Of course the major item is news 
[TURN TO PAGE 92, PLEASE] 




















52 BOOT AND SHOE RECORDER 


Meeting and Beating the 
New Competition 


(Continued from page 41) 


proper. I wish we could transfer the 
same principle over to the style side.” 
When the shoe retailer gets the atti- 
tude, with justification, that he is a 
professional man, the trade will im- 
prove measurably, he declared. 

F, A. Duttenhofer of Pottsville, 
Pa., in response to these talks on 
proper fitting; arose to assert that 
“shoes today are not being built ac- 
cording to feet. All our lasts are 
pigeon-toes and only a small per- 
centage of our customers are pigeon- 
toed. The heels are not properly 
aligned with the fore-part.” 

Replying to this, Lee Reineberg, 
who presided at the: session, said 
that there are plenty of. lasts on the 
market built on right proportions and 
the discussion ended. 


Meeting Chain Store Competition 


Meeting chain store competition by adopting chain 
store ‘methods was the policy recommended by George 
B. Hendrick of Boston. Most of the success of the 
chain store, he declared, is due to efficient management 
which can be practiced by the individual merchants. He 
quoted a recent survey of eighty-eight shoe stores in 
the East, recently, which showed that 81 per cent of 
them had no inventory control, 51 per cent of them had 
no records of their customers, 28 per cent no records 
of, operating expenses, 84 per cent no records of the 
sizes worn by their customers and 57 per cent did not 
even bother with sales slips. All of these things, he said, 
should be used by the individual merchant. 

“No merchant,” ‘said Ernest A. Burrill, educational 
advisor of the N. S. R. A., “has a right to assume that 
any customer is a price buyer.” He cited several in- 
stances to prove this point, and made a plea for the 
showing of better quality merchandise. 

“A year ago” said Mr. Burrill, “I addressed you out- 
lining a plan which I hoped could be brought about. 
Today I.am here to tell of the operation of that plan 
for four months, and to show you definitely what is 
in the program for the next six months. While results 
from the men’s campaign thus far cannot be measured 
Statistically, nevertheless these definite things do exist 
in the men’s business today which did not exist a year 
ago, and to a large extent these conditions exist because 
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Re-elected president of the Mid- 
dle Atlantic Shoe Retailers’. As- 
sociation 





January 26, 1929 


of the National Advertising Cam- 
paign. 


Easier to Sell Better Grades 


“First, there is more.positive think- 
ing in the entire men’s industry than 
for years; 

“Second, it is distinctly easier to 
sell the better grades; 

“Third, there is an optimism in the 
industry based not on hopes. or 
dreams but upon determination ; 

“Fourth, the men’s industry at last 
has a splendid slogan in ‘Shoes Mark 
the Man’; 

“Fifth, the industry is learning 
that there are certain grounds upon 
which it can cooperate instead of 
compete ; 

“Sixth, there exists a splendid co- 
operation between.the clothing and shoe industries ; 

“Seventh, the industry now has six well established 
national axioms ; 

“Eighth, by paralleling the advertising program with 
a merchandising program the campaign has a double 
strength. 

“Gentlemen, that which couldn’t be done has ,been 
done. The campaign is a realty, and it has only started. 
There is no reason why, with the men’s campaign well 
under way, that this same sort of cooperative effort 
cannot be extended with equal benefit into the women’s 
and children’s departments as well. 

“T repeat two definite recommendations made at the 
Chicago convention. 

“First, that the shoe industry move up from a basis 
of 2 per cent publicity to at least 3 per cent. 

“Finally, make a budget, and having made it, be loyal 
to it and carry it through. Too many retailers ‘get 
religion’ about this time of the year, and the enthusiasm 
lasts about two months.and then cools off and there is 
a drifting back into the old ruts. Don’t be afraid of 
new ideas. Be proud of your industry, your store and 
your mission to men. If it requires an additional $10,000 
to make your volume show an earning, you can afford 
to spend $1,000 of that $10,000 to get it.” 


Use of Direct Mail 


The Tuesday afternoon session was devoted solely 
to an open forum under_the direction.of R. R. Smith. 
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advertising manager of Geuting’s store, Philadelphia. 

L. G. Bossert, a direct mail-expert, gave a technical 
discussion on the compilation of mailing lists and the 
preparation of direct mail letters and other direct mail 
matter. “Send out direct mail pieces,” he said, “when 
you have any real news to give your customers, and do 
it often. Announce new styles, new prices, new leather, 
new service or anything of interest to your customers. 
Make your letters easy to read, short, and with lots of 
white space around them. If you have too much to 
say in a letter, send along a longer printed folder. 
Send out reprints of advertising by manufacturers 
whose products you sell.” 


Radio Advertising Urged 


The radio industry was brought into the convention 
by Norman Brokenshire, noted announcer, who utged 
the shoe men to give a careful study to radio and its 
possibilities as an advertising medium and by Thomas 
S. Hawkins, of the Columbia Broadcasting system, who 
asserted that broadcasting is not in direct competition 
with other types of advertising. He revealed some of 
the figures on radio advertising and asserted that radio 
now reaches around 40 millions of people in this coun- 
try. In using radio advertising, he said that the best 
time for an advertising broadcast is immediately before 
or after a major broadcast program put out by one of 
the big chains and that in broadcasting it is well to 
select some feature that will appeal to the types of 
people you are trying to reach. 


Tips on window dressing were given by Craige L. 


Embree, display manager of Geuting’s. Among the 
points he stressed were the use of plain or small figured 
backgrounds and floorings, observing the proper angle 
in placing the shoes so that the eye is led from one 
shoe to another, playing away from the background so 
as not to subdue the shoes, making men’s and women’s 
windows different in appeal, keeping too many shoes out 
of the window and the necessity of changing windows 
often. 

“Have your windows tell only one story at a time,” 
he said. “In this age of quick movement, people do 
not linger around windows. You have to tell your story 
simply and quickly, so that it is put over at a glance.” 
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The. place that newspapers and newspaper advertis- 
ing play in the lives of the public was explained by G. 
Adolph Wiederman of the Philadelphia Evening Bulletin. 
He sketched the growth of newspapers from earliest 
times and asserted that advertisers should bear in mind 
that newspapers are bought primarily for their news 
contents. Put news into your ads, he urged, and you 
will gain reader interest. 


Madame Jeffries on Style 


Tuesday night, Madame Hamilton Jeffries, Fashion 
Editor of the Boor AND Suoer Recorper, gave a talk 
and demonstration on color and style. She forecasted 
the coming colors and styles in garments and shoes for 
spring, illustrating her remarks with samples of leather, 
shoes and hosiery. Using models, she gave a demonstra- 
tion of the proper shoes to go with various costumes 
and with various types of women. 

The leather exhibit, staged by the American Leather 
Producers, Inc., showed various types of sole and 
upper leather, all properly labeled. The products of 
some thirty tanneries were in this exhibit. 

Buying was dull on Monday, but on Tuesday the dis- 
play rooms in the Adelphia were crowded, and many 
firms reported a considerable amount of buying. Nice 
business was done on woven sandals and shoes with 
woven vamps for summer wear. A considerable volume 
of children’s business also’ was reported. Street shoes 
bought ran mainly to beige kid and patent leathers. 

After the preliminaries of invocation, greetings and 
routine reports, the convention got under way Monday 
morning, when Arthur Butman, chief of the Shoe and 
Leather Division of the U. S. Department of Commerce, 
reviewed the work of the department along research 
lines and urged the merchants to take advantage of the 
results of this work which are printed in pamphlets to 
be had from the government. 


Changes Are Coming 


Swinging into the spirit of the educational program 
laid down by the association, William Nelson Taft, edi- 
tor of the Retail Ledger, Philadelphia, in a short and 
snappy address pointed out the need of greater knowl- 
edge among merchants if they are to succeed in business. 
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“The one thing vital to success now” he said, “is 
movement in step with progress. The retailer must 
know what his public is demanding. The public is in 
the driver’s seat and will not be led.” 

Referring to competition he asserted that the indi- 
vidual retail merchant need not fear the chain stores or 
other outside competition. The real competition he de- 
clared, is from within, and consists of laziness and lack 
of progress on the part of the merchants himself. 


Big Leather Exhibits 


The remainder of Monday’s session was devoted to 
leather and was under the auspices of H. J. Paine of 
the American Leather Producers, Inc. This organiza- 
tion staged an exhibit of the products of some thirty 
leather manufacturers. Its part in the actual program 
consisted of technical talks on leather by H. F. Bryan 
of England, Walton & Co.; James Lyons of the Sur- 
pass Leather Company; Phillip Light of the American 
Hide and Leather Company, and Peter Baron of the 
Baron Tanning.Company. Their talks were followed 
by a showing of the American Leather Producers film 
showing the various processes in tanning. 

The high spot of the convention session on Wednes- 
day morning was an open forum session devoted to a 
discussion of men’s and women’s shoe styles for spring, 
1929. Jesse Adler of New York, conducted the forum 
on men’s styles. Very few questions were asked from 
the floor, indicating that the merchants present were 
fairly well set in their ideas on what will sell in men’s 
shoes for the coming season. 


Colored Kids and Reptiles 


Will Geuting, of Philadelphia, in introducing the 
forum on women’s styles, said that in his mind the buy- 
ing for spring is rather a simple matter in view of the 
fact that there apparently will be a limited demand for 
patent leather and for satins, thus leaving the field 
largely to colored kids and reptilian leathers. Further 
discussion developed the fact that considerable atten- 
tion must be given to blue shoes, although it was pointed 
out that many of the gray water snakes harmonize with 
the blue costumes that will be important factors in the 
garment situation for spring: The brown family, par- 
ticularly the new French beige, also will have an im- 
portant place in his opinion. He hazarded a guess that 
white will sell in smaller valume than it did in the 
summer of 1928. 

Mrs. Margaret Hayden Rorke, Managing Director 
of the Textile Color Card Association, who spoke imme- 
diately preceeding the open forum, among other things 
devoted some of her talk to shoe colors for the spring 
of 1929. She placed blue in first position to be fol- 
lowed by beige, red, green and black and white. 

The first speaker on the Wednesday program was 
James H. Stone, Manager of the National Shoe Retail- 
ers Association, who paid a glowing tribute to the 
Middle Atlantic Shoe Retailers Association for the 
splendid educational convention it had presented. He 
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asserted that education among shoe merchants today is 
more important than it has been at any time in the last 
twenty years. 


How to Get a Profit 


“Get a profit” was the message brought to the conven- 
tion by A. H. Geuting, president of the National Shoe 
Retailers Association and a leading shoe retailer in 
Philadelphia. Without a profit, he asserted, there can 
be no real progress in business. He dismissed chain 
store competition by saying that the chain stores that 
are scientifically managed are here to, stay but that the 
master shoe store rendering a real service to the public 
also will remain very much in the picture. Cutting prices 
to meet. competition, he declared, is a wrong attitude 
on the part of the independent shoe merchant. 

He talked at some length on the tariff situation and 
declared that the executive committee of the national 
association will take a position similar to that outlined 
by the National Boot & Shoe Manufacturers Associa- 
tion at its recent convention—a campaign for a tariff 
on shoes but the maintenance of hides and skins on 
the free entry list. He stressed particularly the need 
for the retention of free hides and skins, asserting that 
if a duty were placed on them it would mean an increase 
of probably 50 cents to a dollar a pair on shoe prices. 

Much the same line of reasoning was taken by John 
C. McKeon of Laird Schober & Company, Philadelphia, 
shoe manufacturers, who urged the retailers to aid in 
the tariff campaign by spreading propaganda and bring- 
ing their influence to bear on their congressmen and 
senators. Keeping hides and skins on the free list, he 
said, is most important because of the fact that there is 
an enormous resistance on the part of the public to any 
increase in the price of shoes at present. 

No gathering of shoe men in Philadelphia would be 
complete without the presence of “Andy” McGowin, 
veteran shoe man and first president and principal or- 
ganizer of the National Shoe Retailers Association. Mr. 
McGowin attended the meeting on Wednesday morning 
and, as usual, was called upon for a few remarks. 

Warner Peirce of Hagerstown, Md., présided at the 
Wednesday morning session and took an active part in 
the discussion following the set speeches and the open 
forum. 

The convention closed on Wednesday night with a 
banquet in the Crystal Room of the Hotel Adelphia, at 
which John McKeon presided as toastmaster. The prin- 
cipal addresses were made by Congressman Beeby of 
Maine, and Calvin Althouse, noted Philadelphia educator. 

The following officers were reelected: 

George W. Ludebuehl, president, chairman, Pitts- 
burgh, Pa.; Roy Walter, first vice-president, Wilkes- 
Barre, Pa.; Warner Pierce, second vice-president, Rich- 
mond, Va.; Morton W. Peskin, third vice-president, 
Cumberland, Md.; Lee Reineberg, treasurer, York, Pa. ; 
George M. Garman, Jr., past president, Philadelphia. 
Pa.; Cal. J. Mensch, secretary and managing Director 
Philadelphia, Pa. 
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Jackson Johnson Lead 


Was Chairman of the Board of International Shoe Company 
and Foremost Man in the Industry 


ACKSON JOHNSON, chairman of the board of 
directors of the International Shoe Company of St. 
Louis, died Wednesday afternoon, Jan. 23, at his 

winter home in Daytona Beach, Fla. He was sixty-nine 
years of age. 

Mr. Johnson went to Florida two weeks ago, accom- 
panied by Mrs. Johnson, to spend the remainder of the 
winter. He had been ill for four days from a heart 
attack but until Wednesday morning his condition was 
not regarded as critical, although he had been forced to 
go to bed the Sunday previous to his death. Despite 
his advanced years, his health had been excellent and 
doctors contemplated no serious development. 

Mrs. Minnie Johnson, his wife, and J. B. Williamson. 
general counsel for the International Shoe Company, 
were at the bedside when he died. The body was brought 
to St. Louis for burial. 

Mr. Johnson was a na- 

tive of Alabama and the 
son of a former Confed- 
erate soldier who died 
when the son was nine 
years of age. He had to 
leave school at sixteen 
and, after two years work 
as bookkeeper, he opened 
a small store in Holly 
Springs, Miss. At the age 
of thirty-two, he sold out 
and, with his brother, Os- 
car, entered the shoe job- 
bing business in Memphis, 
Tenn. The business ran 
successfully for five years 
under the name of John- 
son, Caruthers & Rand, 
with Jackson Johnson as 
president. 

In 1898, this business 
having been liquidated, 
Mr. Johnson went to St. 
Louis with his brother, 
Oscar, and Edgar Rand; 
and the three organized 
the Roberts, Johnson and 
Rand Shoe Company with 
Mr. Johnson as president. 
In 1911 the Roberts, 
Johnson and Rand Shoe 
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Co., joined forces with the Peters Shoe Company ; and, 
in 1912, formed the International Shoe Company with 
the acquisition of the Friedman Shelby Shoe Company 
of St. Louis. 


R. JOHNSON was made chairman of the board 
and, under his leadership, the International Shoe 
Company became the largest shoe manufacturers in the 
world and one of the world’s largest tanners of leather. 
Mr. Johnson was also president of the Chamber of 
Commerce in 1918; also a member of the governing 
board of Washington University. During the war, he 
served as regional adviser of the war industry board 
for the St. Louis district extending to the Pacific Coast. 
He was a staunch Democrat. 

He is survived, besides his wife, by a son, Andrew, 
and by three daughters: Mrs. Bradford Shinkle, Mrs. 
Ada Forgan and Mrs. Helen Neidringhaus. Another 

son, Jackson Johnson, Jr.. 
at the age of 20 enlisted in 
nineteen seventeen, went 
overseas, became ill in En- 
gland and died of pneu- 
monia in a_ hospital in 
Liverpool. 
As a memorial to his 
Mr. Johnson pur- 
chased a home and 
donated it to the Jackson 
Johnson Junior Post of 
the American Legion as 
a clubhouse. 

Beginning life as a re- 
tail merchant, Mr. John- 
son never lost his interest 
in the selling end of the 
gigantic business of which 
he was the head, although 
the major part of his time, 
particularly in 
years, had been devoted to 
the financial management 
of the company. 

He had the highest type 
of executive ability and an 
expert knowledge of hu- 
man nature which enabled 
him to choose men well 
fitted for their jobs. 


son, 


recent 
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Dedicated 
to the EDUCATION of the MEN 
and WOMEN on the F LOOR_., 


Play the Novelty Game 
With the Flapper 


E answers to “How Many 
i Times and When Would You 
Size Up on Novelty Patterns?” 
—the Recorper’s prize problem asked 
last month of our retail shoe salesmen 
readers, featured the major thought 
that an extreme novelty should not be 
“sized up” in the same pattern. The 
first prize for excellence of solution, 
is won by Louis Axelrad, salesman at 
Axelrad’s Shoe Store, 13 Pittsburgh 
Street, Uniontown, Pa. The second 
prize is awarded to Alice E. Perry, 
saleswoman at Perry’s Shoe Store, 256 
Main Street, Gloucester, Mass. The 
other replies received to this important 
merchandising question all brought 
forth excellent ideas. We are repro- 
ducing excerpts from a few of these 
herewith : 


Watch Sizes on Novelties 


Uniontown, Pa. — Louis Axelrad, 
salesman at Axelrad’s Shoe Store, 














flapper demand on 


‘ Study the 
novelties 
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(DITED by Helen M.Haney 


says: Don’t buy any more of this par- 
ticular pattern. But—the buyer should 
profit by his success with this number 
and should alter the shoe a bit by 
slight changes in pattern, or possibly 
material, or color—always keeping up- 
permost in mind the salient points 





Never size up but once on the 
same extreme novelty — Try a 
different pattern 





about the original shoe which made it . 


a success. Buy sizes which your ex- 
perience with the first novelty shoe 
taught you were those the most in de- 
mand, In this way, the public is more 
forcibly impressed with the merchant’s 
desire to always offer to his customers 
something new and “different” in a 
popular style. Don’t forget that the 
customers who -bought the original 
novelty will be back again and that the 
new number is the logical successor of 
the first novelty they purchased. 


Don’t Re-Size on Extreme Styles 


Gioucester, Mass.—Alice E. Perry, 
saleswoman at Perry’s Shoe Store, 
says: Sizing up on novelty shoes is 





merely a matter of common sense. If 
the novelty is extreme, don’t “size up,” 
as you cannot sell that number except 
to a certain type of customers, who 
never want a second pair of exactly ' 
the same style. On other novelties, 
it is safe to “size up,’ two or three 
times on popular sizes. When first 
ordering novelties, it is best to buy 
only the best selling sizes for a try- 
out. In most sections of the country 
4 to 6% are the most. rapid sellers; 
while in other sections, 3 to 5 are the 
best sellers. Study your flapper trade 
on novelties to see how often they buy— 
then size in accordingly. 


Buy Novelties Carefully 


Uniontown, Pa.—Evelyn L. Conn, 
saleswoman at Wright-Metzler Com- 
pany says: As to when and how often, 
one should reorder on a good novelty 
shoe, depends largely on the size of 
a town—its colleges, etc. Living in a 
town of 20,000 population, with about 
500 girl high school students, I would 





Quick action is necessary 
novelties 
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buy novelty shoes carefully, in a good 
run of sizes; I would sell them quickly 
and would not reorder. By this method, 
you have your shoes well advertised. 
Then order something just as snappy 
to replace the first novelty and you 
will find that you do not cheapen your 
first line of “smart” shoes, and you 
will still have more satisfied customers 
because you are always showing them 
something new and different. 


Life of Novelties—Four Weeks 


Wasuincton, D. C.—Nathan K. 
Marks, salesman at Lansburgh & Bros., 
says: If I had advertised my novelty 
patterns for Saturday’s selling (as I 
certainly would do) and my sizes had 
been shot to pieces, I would send a 
wire Saturday night to ship me in a 
double run of the sizes I had sold to 
arrive at my store by Wednesday or 
Thursday, so I could advertise again for 
Saturday selling. I would order in the 
same telegram a like amount of sizes for 
delivery the following week Wednesday. 
I would then advertise my broken sizes 
for the week, selling at a much re- 
duced price and call it “quit:” Be- 
cause I consider the selling life of a 
novelty shoe only four weeks; at the 
end of that time, the style has been 
shown enough to be “common;” I then 
want another novelty to take the place 
of the old. 


Would Reorder Just Once 


La Porte, Inp.—Miss Myra Wil- 
liams, saleswoman at The Schiff Co. of 
The Kinnear Stores, says:.This is a 
stylish age and we must have stylish 
shoes. Novelties “go the entire dis- 
tance” in their field of footwear—they 
are the most dangerous, yet the most 
profitable, numbers. There is a de- 
cided sales advantage in having a com- 
plete run of sizes. If a shoe has the 





Former “hot” numbers oft cool 
down like greased lightning 
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If you were a progressive retail 
shoe merchant at the present 
time, you would doubtless find 
yourself confronted with the fol- 
lowing problem of modern mer- 
chandising :— _ 

“How Can I Get Rid of These 
Odds and Ends, Which I Have 
Marked Down Drastically, With- 
out a Further Cost, Occasioned 
by P. M.’s?” This problem was 
suggested for these columns by 
the assistant buyer and manager 
of a city shoe department, who 
states that many of the high- 
grade stores throughout the 
country are discontinuing P. M.’s 
on “bargain table” odds and ends 
on which they already have been 
obliged to take a loss. In the 
above-mentioned assistant buyer’s 
store, they are still continuing 
P. M’s to some extent on this 
merchandise. 

The problem merits a thorough 
discussion. If you were manager 
or owner of a shoe store, it may 
be that you would favor giving 





The January Prize Problem Will 
Bring $15 to Retail Shoe Salespeople 
How to Get Rid of Odds and Ends Without P.M.’S 


P. M.’s to salesmen for selling 
odds and ends. Perhaps .you 
would think differently. At any 
rate, try to put yourself in the 
position of the retail shoe mer- 
chant when answering this ques- 
tion and write to the Editor of 
the Recorder’s “Retail Shoe Sales- 
man,” with your solution of the 
advanced merchandising query— 

“If I Were a Retail Shoe Mer- 
chant, How Would I Get Rid of 
Odds and Ends Without P. M.’s?” 

TEN DOLLARS FOR THE 
BEST ANSWER. FIVE DOL- 
LARS FOR THE SECOND 
BEST ANSWER. 

Only men and women actually 
engaged in selling shoes at retail 
are eligible to enter this contest. 
Winners will be announced in 
these columns February 23. 

SEND YOUR ANSWER TO 
THE EDITOR OF “THE RETAIL 
SHOE SALESMAN,” BOOT AND 
SHOE RECORDER, 80 Federal 
Street, Boston, Mass., SO THAT 
IT WILL BE RECEIVED NOT 
LATER THAN FEBRUARY 13. 








es 





proper amount of character appeal, 
if it’s a “hot” number, and “goes over 
big,” resizing should follow immedi- 
ately. However, I would keep upper- 
most in mind the thought that these “hot 
numbers can cool down like greased 
lightning and oft become stickers.” 
These so-called “shelf-warmers” cause 
mark-downs on the last few pairs, de- 
creasing the net profit, although oft- 
times increasing the volume. I’d re- 
order sizes just once. 


When “That Novelty Knockout” is 


“Shot” Don’t Re-Size 


Puesto, Coto.—Miss Mary Katherine 
Merchant, saleswoman at Herman’s, 
says: Buy a few up-to-the-minute nov- 
elties at the beginning of the season, 
in sizes that you can best sell. Don’t 
duplicate many sizes. Study your de- 
mands. Don’t refill on novelties. If 
that “knockout” is “shot” on sizes, don’t 
refill, but refill on a similar, but “dif- 
ferent” pattern. I have seen $9.00 
“snappy” sellers fail to move at $2.00 
a pair, because the buyer stocked too 
heavily, and the customers saw the 
shoes on the feet of everybody in town. 
The public demands “something dif- 
ferent” all the time. Go easy on vel- 


suedes, fancy colors and com- 
binations. Have them, but not in a 
great variety. I think that a “Shoe 
for the Month” idea is very helpful, 
if you cater to the chicken trade, but— 
“don’t buy wild.” If you get “stuck,” 
get them out and sell them at any 
price, while they are still “hot”—and 
do better the next time from the last 
experience. 


vets, 


Keep Your Trade Enthusiastic 


VisatiA, CaLt.—L. E. Hendrix, sales- 
man at Cassidy’s, says: If you have 








How to get rid of the odds and 
ends without PM’S 
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A Salesmanship Acrostic 


(Walter Greenberg, Sarasota, Fla., salesman, expresses his idea 
of the selling success of “Waiting on One Customer at a Time” in a 
“different” manner.) 


Thorough satisfaction. 
Hasty dling Avoided: 
Entire shoe wants of the customer satisfied. 


Return of the purchaser. 

Eagerness for the merchandise. 

Surety of increased sales. 

Understanding between buyer and seller. 
Long faces and impatience obviated. 
Time-killing in “flitting about” prevented. 
Sound and correct service established. 


Obliteration of sarcasm. 
Fewer purchases of “Just one pair of shoes.”’ 


Will you please finish with me? not heard. 
Automatic “‘salesmanship” vivified. 

“| will be back shortly” alibi not used. 
Talkers and gossipers denied the opportunity. 
increase of regular patrons. 

No one frowning, but everyone smiling. 
Growing fid of cust Ss. 


Other stores admiring your policy. 
No one kicking—everyone boosting. 


Our store the customer atmosphere. 

No one displeased—everyone pleased. 

Eagerness of salesman to wait on “hard-boiled” buyers. 
Courteous perserverance of salesman appreciated by patron. 
Useless mistakes of salespeople avoided. 

Shoe fits that are fits. 

That “Sorrell & Son” System between Laer and buyer. 


Obliteration of “Harum-Scarum” meth 

Making of “Impossible” Sales. 

Eddies of confusion —~ 

Reign of interesting and profitable salesmanship effected. 
And what else may I show you? in greater action. 
Talent of salesmen given fair chance. 


A store that runs with the smoothness of a “Rolls-Royce.” 
“The gentleman did not know what he wanted, sir’’ salesman’s alibi forgotten. 
Impertinence of certain customers missing. 


Managers exhilarated and sales accelerated. 
Encountering of fewer ‘“‘non-buyers.” 














bought a good run of sizes on a nov- 
elty shoe, I would not suggest that you 
buy any more—no doubt your cus- 
tomers are pretty well “fed up” on 
this number. If you are in need of 
more novelty shoes, buy one similar 
in all sizes and discontinue the old 
pattern. Your customers lose interest 
if they see the same styles displayed 
in your windows week after week. 
Showing something new creates en- 
thusiasm, brings the people into your 
store and brings you the business. 





A new shoe a month is some- 
times a ies lty shoe sell- 


Extreme Novelties are “Perishable 
Goods” 


Assury Park, N. J.—William J. 
Sneider, salesman at the Sneider Shoe 
Co., says: We have often been told 
that extreme novelty footwear should 
be classed strictly as “perishable 
goods.” Every bargain table shows 
the losses on high style shoes. Style 
has become a dominating factor in sell- 
ing shoes; some of us have been slow 
to realize that fashion im shoes has 
value, just as leather, or workmanship, 
has. If a certain type of footwear 
has aroused enough human interest to 
create a demand—then we must say 
that it has enough value to warrant a 
reorder three or more times. When 
a novel style in footwear reaches our 
store, it is immediately displayed in 
the most prominent place in the win- 
dows. If the trade buys well on this 
number we reorder it as often as every’ 
day for, perhaps, a week. We have 
always aimed to keep a pair of each 
size of the most popular style in stock, 
even after the demand subsided, and 
have thus been able to clear our stock 
as often as we have wished. A num- 
ber which has been bought in all sizes 
is twice as easy to sell as one bought 
in only 2 few sizes. We feature 
women’s novelty footwear, only, and 
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while we find that some styles do not 
move as rapidly as others, our motto 
has always been to give our customers 
what they want, when they want it. 


“Let Well Enough Alone” 


LarNneD, Kan.—J. R. Oliver, man- 
ager and salesman of The Lichesky 
Dry Goods Co. shoe department, says: 
Under the circumstances as presented 
in this problem I would say the time 
had arrived to “let well enough alone.” 
I would not allow myself to become 
overly enthusiastic because of the “big 
customer response” on the first lot, but 
would close out this “high style” num- 
ber while demand continued satisfac- 
tory and while it was possible to do so 
with little or no mark-down as com- 
pared with what it might be necessary 
to take later on, should I resize and 
then find my trade had grown weary 
of seeing this pattern in my stock and 
turn against it. Such things have hap- 
pened in every shoe store at some time 
or another—the first batch may go over 
big, the second, not at all, especially 
in novelty footwear. 


Re-Size But Once on Novelties 


Waco, Tex.—E. I. Skinner, sales- 
man at Golstein-Migel Company, says: 
If I were a retail shoe merchant, I 
would not size up more than once on 
novelty patterns. It is usually a good 
idea to never resize on novelties. If 
I were going to resize, I would do so 
within four or five days, as that would 
give me ample time to see if a pattern 
is going to be a fast mover. 


Rebuy Novelties Thrice 


San Francisco, Cat.—Raymond J. 
Gordon, D. S. S. Shoe department, 
White House, says: I would suggest 
rebuying only three times on a certain 
novelty. 





Treat novelties as 
goods” 
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1 
The Twentieth Century Sole 
for ae | 4 
Twentieth Century ™“*? 
Footwear 


¥ 
mS « 2a 


“ie 


Wiens feet are active and mileage counts . . . SULTAN SOLES 
are there! Built of an entirely different material, SULTAN SOLES are 
as spectacular as that first lone flight across the Atlantic blue. 


Here ...in a word... is the one Sole that looks, wears and 
can be soled like leather. SULTAN SOLEs can be channeled or 
stitched aloft; can be soled direct to the welt . . . nine stitches to 
the inch. Yet they cost less . .. wear longer . . . and are possessed 
of greater resiliency. Performance proves that SULTAN SOLEs will « 
not spread ... bulge... or crack under any flexing test. They 

positively will not draw the feet. 


Manufacturers and retailers of shoes 
in the popular priced field are welcom- 
ing SULTAN So tes. Ideal for children’s 
shoes ... where active feet demand extra 
comfort and rugged wear. For men and 
women, too, whose footwear must absorb 
the shock of city streets. 


(| We invite your inquiry on lp 
SULTAN SOLES 


THE ALFRED HALE RUBBER CoO. 
ATLANTIC . Established 1837 . MASSACHUSETTS 













TO RETAIL 
AT 


$3.00 


Terms: 5% 10 days 
4% 30 days 








ts Rab ae — 
on 
$2.16 


To order 310 Patent Leather 
6/8 heel D only 


To order 410 reeont Ro sare 
4/8 heel D on 
$1.65 
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Merchants Are Meeting and 
with “Locked-Arch” 















‘HE unprecedented value of these shoes is 
possible only because of the most advanced 
methods of manufacture. 






Modern machinery and high speed production 
principles under the watchful eyes of expert 
shoemakers, eliminate all costly time and labor 
losses of the old-fashioned methods. 







Scientific orthopedic design, high-grade mate- 
rials and skilled workmen, coupled with mass 
production, have brought forth these shoes 
which sell far below the customary price. 











Convince yourself that this is the line you have 


| 





Helen-Maria 













In Stock 13 Patent Leather 
tt Patent fe Buck It that Kid 
'o order 31 gy Leather ; 4 a 
ifs Rubbertop D only t4Z8 " heel D ealy 
‘o order 32 Black Kid aes nae ake id 
ui wage <ye a To order 113 Patent Leather % heel 







D o 
To order 114 Black Kid. 9/8 heel D only 


$2.15 
In Stock 013 Patent Leather 
13/8 Rubbertep heel EEE only 
In Stock 014 Black Kid 
13/8 Bubbertop heel EEE only 
In Stock 015 Golden Bro. Kid 
13/8 Rubbertop heel EEE only 
" 82.25 


Sylvia 
In “¢ 22 ay, J —_—. 





To order 022 Patent Leather 
18/8 Bubbertep EES enty 
To order 023 Black Ki 
13/8 Rubbertop EEE only 





DERRY 





January 26, 1929 BOOT AND SHOE RECORDER 


JICTION WINS 


Defeating All Competition 
Shoes to Retail for $3 


always needed to speed up sales, increase profits, 


and drown competition. TO RETAIL 


Making and heeling on the last, instead of 
using followers, gives these Locked-Arch Shoes AT 


the perfect seasoning so necessary in high-grade 


and good-fitting shoes. Ask to see the steel 
shank we use which gives the pronounced cot- 
tage. . 

Be ee 


Will pack 12-18-36 pair cases—D widths on 
3/8, EEE widths on 3/9. Any run of sizes de- 


sired. Terms: 5% 10 days 
4% 30 days 


Gloria 


Virginia In Stock 16 Patent Leather 

To order 28 Patent—Cab. Inlay & Tongue 14/8 Rubbertop heel D only 
14/8 Rubbertop heel D only In Stock 17 Black Kid 

To order 29 Black Kid—Pat. Inlay & 14/8 a D only 


ongue 
14/8 Rubbertop heel D only To order 016 Patent Leather 
To order 30 Golden Bro.—Havana Bro. 13/8 Rubbertop heel EEE only 
Inlay & Tongue To order 017 Black Kid 
14/8 Rubbertop heel D only 13/8 Rubbertop heel EEE only 
$2.15 $2.25 


& i A | OR Helen-Maria Barbara 
For Growing Girls and Misses In Stock 25 Patent Leather 
orde 1 14/8 Rubbertop heel D only 
a a. Stock 26 Black Kid 


In 
edt 1} teed 14/8 Rubbertop heel D only 
$2.15 


To order 313 Patent 


6/8 heel D only To order 025 Patent Leather 
$1.85 1g/8 Rubbertop heel EEE only 
iy 413 Patent To order 026 Black Kid 
8 


heel D only 13/8 Rubbertop heel EEE only 
1.65 82.25 
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obo Patent Leather Renewer is used for 
repairing, refreshing, and refinishing patent and 
enamel leathers, black celluloid covered wood 


heels, rubbers, etc. It is easy to apply and gives 
a bright, jet black finish. Packed with a brush 
in individual cartons, one dozen to a container. 


For Sale by Shoe Findings Dealers 


oe Machinery Corporatior 


San Francisco Branch: 859 Mission Street 


g Company, 39 Warren Street, New 
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GENUINE | 
VAILRSNAKE 


TO RETAIL AT SIX DOLLARS 





Gen UINE Watersnakes 
are the biggest single style 
feature for Spring. Butter- 
No. 1204-1 21/8 heet, round toe, utara + ELy Footwear leads the field —. sage-1. natura cour omne vamp 


color snake vamp, marron kid quarter. 
marron kid quarter and heel, dove kid 


No, 2906-2 Narsow tos, 20/8 heel, grez as usual. These shoes and saddle, round toe, 14/8 cuban heel 


No. 1264-3 Narrow toe, 15/8 baby Louis 


heel, grey snake vamp, grey kid quarter. 
ny easewnerg saa other styles made to order 


Ne, 2204-6 20/8 bty Zone ne ow- mn aly combinations. 
kid quarter. 


Write us for names of dis- 
tributors who are carry- 
ing these shoes in 


stock AA to C 


No. 1266-1 Natural color snake vam ° 
and tab, sunburn beige kid quarter and widths. No. 1260-1 Natural color snake vamp 
heel, round toe, 20/8 heel. and strap, sunburn beige kid quarter and 


Ne. 1266-2 Red snake vamp and ta heel, round toe, 20/8 heel. 


= _ quarter and heel, round toe, 2078 
No. 1260-2 Natural color snake vamp 
ant 1265-3 Blue snake vamp and tab, and strap, sunburn beige kid quarter and 
a quarter and heel, round toe, 20/8 heel, narrow toe, 20/8 heel. 


No. 1260-3 Natural color snake vamp 


No. 1265-4 Green snake vamp and tab, 
green kid quarter and heel, round toe, . and strap, sunburn beige kid quarter and 
20/8 heel. heel, narrow toe, 15/8 baby Louis heel. 


LIBERTY SHOE COMPANY 
GEO. B. LEAVITT Co. 


NORMAND P. LIBERTY, Pres. CHARLES S. HARDING, Vice-Pres. FREDERICK P. LIBERTY, Treas. 


FARMINGTON, N. H. 
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this independent Retailer carns 


1% NET 


F. F. Davenny, 
Spokane, 
Washington 


POKANE, Washington, is a city of over 100,000 
population. Chain stores have found this urban 
population a fertile field for their activities, but 
they by no means dominate it. There is at 

least one independent shoe retailer who likes the 
fast company. As a matter of fact, in point of profit 
on retail sales, he is probably showing the way to 
' all this lively competition. 

F. F. Davenny, operating a Brown »m Shoe Store 
in downtown Spokane, doesn’t want his volume fig- 
ures and other intimate details of his business made 
a matter of public information. But he is willing to 
have us tell that in spite of chain competition he is 
earning 11% net profit on retail sales, after all ex- 
penses, including his salary. 

Ordinary methods of independent retailing could 
not accomplish this. But Mr. Davenny is not operat- 
ing along ordinary lines. In merchandising, in man- 
agement and advertising he matches move for move 
the best efforts of the keenest of his competitors. He 
secures as much (if not more) authentic advance in- 
formation on style trends as any local chain manager 
can receive from headquarters. He turns his stock 
as fast or faster. His stock is thoroughly controlled, 
always clean and up-to-date. He fears no competi- 
tion, and perhaps to the uninitiated the most surpris- 
ing thing of all is the fact that he buys one line 
straight across the board—gets everything he sells 
except hosiery from one manufacturer. 

Mr. Davenny’s story of success in the shoe busi- 
ness is simply the story of success of any retailer 


operating under his system—the Brown Plan of Shoe 


Retailing. 

The birth of the Brown plan dates back quite a 
number of years. Its life k was the conviction 
on the part of Brown Shoe ¢ y that in competi- 
tion with chain organizations, no independent retailer 
had a fair chance so long as many salesmen fought 
for his business. Inevitably he would wind up with 

too much stock and an unbalanced stock. But it was 


soon discovered that simply concentrating on one _ 


manufacturer’s line was not enough. The manufac- 
Adv. 


Profit 


on SALES 


turer had a much larger obligation than merely fur- 
nishing salable merchandise. Accordingly Brown 
Shoe Company set out to perfect an organization that 
would give the independent retailer cooperation in 
every department of retailing, such as stock control, 
finance, advance style information, window display, 
advertising, store management, etc., etc., in return 
for his exclusive business. At the same time the 
Brown line was gradually built and balanced so that 
it would contain everything the retailer could sell 
at a profit. 

The plan has long since passed out of the realm 
of theory—as the uniform success of several hundred 
retailers operating under it will testify. 

Ask the Brown Shoe salesman to give you further 
details. You'll find him a new kind of salesman— 
able to help you work out most of your problems— 
trained to know the retail business. If you aré inter- 
ested, and can meet our requirements of capital and 
ability, we'll be glad to welcome you into the fold 
of the most successful group of independent shoe 
retailers in America. 


Brow Saoe Gouger, 


SHOES FOR aVERYeODY FOR “EVERY OCCASION 








29 


titi, atin ti ie. 2. we o 
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$3.75 
NEL 4 


PLENTY OF 
EXCITEMENT ABOUT OUR 


NEW PROPOSITION 
A WONDERFUL LINE OF 
MEN’S BROCKTON 
MADE OXFORDS 


IN STOCK 


$3.75 NET 


742—P & V Mecca 
Calf 


743—Black Calf 


B—7 to 11 
C—5% to 11 
D—5% to 11 


DON’T LOSE A MINUTE 
ASK FOR SAMPLES TODAY 


139 Duane St. New York 
All factories—Brockton, Mass. 
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SON TIP 2s made 
aye MAS Of BRA 


This single unit lace gives no trouble to the wearer 
—there is no metal tip to come off and leave frayed 
ends which resist the eyelet-—the Matson Tip is part 
of the braid. It is the only real fabric tip made. Tip 
and lace are a harmonious whole, of one color. 


The Matson Tip is graduated so 
that it slides easily through the 
smallest. eyelet. There is neither 
shoulder nor rough edges to catch 


and pull, causing annoyance. 


The shoe gains added smart- 
ness as well as utility when 


equipped with this lace. 


Request Matson Tip Laces 
on your orders—and stock 
them in your findings sec- 


tion. They pay both ways. 


Distributors 


Mr. Ropzrar Baker 
366 Fifth Ave., New York, N. Y. 


& Co. 
32 South . Boston, Mass. 


Hucuss Fawosrt, Ino. 
115 Pranklin St., New York, N. Y. 


Latnc, Harrarn & CHAMBERLIN, 
NO. 
43 North 8rd ~” Philadelphia, 
Joun Lawrie & Sons 
515 So. Franklin St., Chicago, Tl. 


LorHror_& Co. 
85 South St., Boston, 


NationaL Fasric & FinisHine 
0. 
210 South St., Boston, Mass. 
Strauss Bros. & Co. 
353 Broadway, New York, N. Y. 
Unrrep SHom Macutnery Corp. 
Albany Bidg., Boston, Mass. 


vengoureg, Mus. Co. 
350 Broadway, New York, N. Y. 


SHOE Lace Company. Lt. 


610 MANTON A 


PROVIDENCE, R. I. 
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Vanishing last lines ? 
Not of your shoes have 


cork insoles... 


HAT’S that noise? 

Oh, just a pair of 
shoes giving the “Ha! 
Ha!” to that arch-villain 
—moisture. F. P. (foot 
perspiration) can’t wreck 
their soles—for these 
smart shoes are equipped 
with cork innersoling— 
Armstrong’s Korxole. 


When Armstrong’s 
Korxole forms the foun- 
dation, McKay shoes, 
even the daintiest, hold 
their style-lines perma- 
nently. Korxole is com- 
posed of cork mix calen- 
dered between two plies 
of reinforcing fabric. So 
moisture can’t cause shoe- 
mumps. 

Heat and cold can’t 


affect these cork insoles, 
either. Under no circum- 


BOOT AND SHOE 
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ARMSTRONG CORK COMPANY 
Specialties Division Lancaster, Pa. 
Boston, Mass...............+++.197 South St. 
Milwaukee, Wis. 811 Majestic Bldg. 
Cincinnati, Broadway 
i Tbs 668 clebiews «cee 204 S. Third St. 


Toronto 11 Brant St. 
Montreal 1001 McGill Bldg. 





Marie Saxon, star of count- 
less musical shows, personi- 
fies Style. You recognise it 
even in her dainty shoes. 
“And shoes,” Miss Saxon 
tells us, “add so much to 
dancing technique. But they 
must be well-made — must 
hold their style.” Photograph, 
courtesy of John Murray 
Anderson, producer of “Mur- 
ray Anderson's Almanac.” 





stances will this inner- 
soling stretch or lose its 
flexibility. Since the up- 
pers must conform to the 
shape of the insoles, style 
will live as long as the 
shoe is worn. 


Oh, it’s easy to keep 
style in the spotlight. . . 
if you know how. Prove 
you do. Specify McKay 
shoes with Armstrong’s 
Korxole. Then meet 
your customers confi- 
dently when they return 
to buy another pair of 
shoes. 

Of course this same su- 
perior cork insole affords 
the very necessary foot- 
comfort, too. No wonder 
your trade will say: “Now 
I know where to buy 
style-plus-comfort shoes.” 


Armstrong Korxole 


Flexible Cork Innersoling 


PRESERVES STYLE...INSURES COMFORT...PROVIDES MANUFACTURING ECONOMIES 
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“The Colors That 





Command Confidence” 








HE men’s summer clothes picture 
is based on brown fabrics, which 
inevitably means brown shoes. 


For distinctly “personalizing” your 
new spring models we suggest 


TONY 
MAPLE 


A decided majority of our most prominent 
customers are selecting TONY MAPLE as 
their ideal for 


A Correct Brown 


Calfskin 
CREESE & COOK COMPANY 


TANNERIES: ALLEN H. McCREEDY 
es soun St, Bon TD)ANVERSPORT, MASS. 1002, Loca 


P. A. HENRY & CO. SILVEY & CHRiSTMAN 
706 B’way, Cincinnati, 0. 82 Gold Street MERRILL G. HAINES 
Mason St., Milwaukeo, Wis. New York City 200 Davis St., San Francisco, Cal. 
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A new 


and modern IDEA 


in shoe construction 


Queen Quality again steps into the leadership of American 


manufacturers by announcing this new discovery in shoe construction. 


Ss. striking . . . so far reaching . . . is this forward step in shoe- 
making progress . .. so marked is its relation to sales and profits . . . that its first 


announcement at the National Convention in Chicago created a furore. 


V irtually it opens up a new market. . . a new and large group 


of buyers . . . which the alert shoe merchant can attract to his store. 


"The new Queen Quality shoes, embodying this modern feature 
are ready to exhibit. Our representatives will be glad to explain this newest 
development in shoe construction and tell you about its trade-drawing oppor- 
tunities. The request below puts you upon the preferred list to see these as- 
tonishing Queen Quality shoes immediately. 


JUST SIGN YOUR NAME AND ADDRESS. MAIL—TODAY:! 


op. 4 I am interested. Any new idea that offers me a chance to increase my sales and 
y 
} profits in °29 gets my attention. Without obligating myself I'd like complete 
) details. If your sales representative is in this neighborhood have him call. 


Name 














THOMAS G. PLANT CORPORATION, BOSTON, MASS. 
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Open Your Door 
to Bigger Profits with 
American Interlocking Shoe Store Chairs 


Beyond good values and smart merchandise, the modern shoe store 
must offer shopper attraction. For unattractive stores and obsolete 
seating equipment create an old-fashioned atmosphere. Shut out 
shoe store profits. Literally close your door to willing buyers. 


Equipped with American Interlocking Shoe Store Chairs, your 
store takes on a profit-building transformation. Rz-diates distinc- 
tion, progressiveness, good taste. And as a result, it becomes the 
preferred shopping place for particular people. “American” Chairs 
open your door to those profits which good values and smart mer- 
32-Page Book and Service—Free 


Thousands of shoe stores from coast to coast have found the key 
to bigger business by letting our Shoe Store Service Department 
solve their seating problems. Without any obligation to buy, our 
engineers and draftsmen will be glad to lay out your store for 
maximum attractiveness and efficiency. Simply send us rough 
layout. Our interesting and helpful 32-page book, “New Styles 
in Shop Seating,” also sent free to owners and managers. 


ree!’ 


AMERICAN SEATING COMPANY 
1016 Lytton Building, Chicago, Illinois 
Gentlemen: Send io, eons lier helpful 

book, * "New Styles in Shop Sea ~ sates ahaa Ny 
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SHOE STORE SERVICE SECTION 


Devoted to Display and Merchandising Methods 
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If Your Sales Story Is Old 


ake It New 


‘| YNHE most “different” store is usually the most 
prosperous. No matter what types of footwear 
you sell, you have a definite sales message to 

“get across.” Your merchandise is in some way differ- 


ent—in some way preferable, to some people at least 
—than that in competitors’ stores. 


It may be style. 

It may be fit. 

It may be materials. 

It may be construction. 

It may be some or all of 
them, or it may be something 
else—but whatever it is, it 
should be strorigly stressed in 
your sales appeal and not only 
your merchandise, but your 
service—that, too, has some 
elements which you should 
emphasize. 

Still, when you have 
assembled all the points which 
afford some advantages to 
customers in dealing with you 
—it may be an old story. You 
may have told it often in the 
past. And again, some com- 
petitors may be advancing the 
same claim or arguments. 

Yet that’s your story. Stick 
to it. But dress it up! Keep 
it new by repeatedly present- 
ing it in new dress. 

There are innumerable ways 
in which each and every point 
can be presented. Handle 
the subject differently than 
you have before—differently 
than competitors have handled 
it. 

Let your ads be different 
and they'll be noticed. 


Windows, too. Let them be. 


different. 


decoratives offer endless 
merchant or display man who is alert to make and keep 
his windows different fom others. 

Remember that evéry ad and every window trim rep- 
resents an impression on the public mind. 


Available fixtures, special backgrounds and 


latitude for the resourceful 


How deep 


an impression are you making, on how many potential 











Merchandising 
Opportunities for 
February 


February 1-9—There are some historical dates 
in February that you should tie in with be- 
cause they invented come in for mention in 
the public prints and are fraught with human 
interest, especial.y to children, who have spe- 
cial lessons ard exercises at school in connec- 
tion with the birthdays of Washington and 
Lincoln. 

It is well to prepare some good window dis- 
play features heralding: 


Lincolr.’s Birthday, Feb. 12. 
Washington’s Birthday, Feb. 22. 
St. Valentine’s Day, Feb. 14. 


It is the part of good merchandising to tie 
in with current topics. At this season you 
can be sure that Lincoln and Washington will 
be the topics of addresses at churches, lodges 
and other organizations. 


February 11-16—The weather now may not be 
suggestive of spring. but nevertheless folks 
interested in modish attire are ready to think 
of what they will wear in the coming season. 
In most localities a spring window display will 
be in order at this time. 

The winter stock on your shelves can now 
be condersed into smaller space and room 
made for new spring stock. 


February 18-28—How is the stock on rubber 
goods? If it isn’t down below the danger 
mark, push rubber goods hard. Give them 
plenty of window space and some advertising 
space and you should get good action. 

You’re fast approaching the time when sales 
will be passé, so if you have much winter stock 
left to clear, prepare for a final cleanup. 

You should usher in the month of March 
with at least part of your display and adver- 
tising space devoted to spring styles. 

Remember that Easter falls on March 31 
this year. 

















customers ? 

This depends chiefly on the 
measure of “difference” in 
your appeal to eye and mind 
—not meaning, of course, that 
the appeal should be ludicrous 
in order to be different. 

Therefore, don’t be too 
sparing of time and effort 
and money in the preparation 
of these appeals. 

Better expend too much 
than too little on them. Don’t 
be extravagantly economical 
where they are concerned. Be 
conservatively radical rather 
than radically conservative. 

And, after you have got all 
your new fixtures and what 
nots, spend a few prayerful 
hours in deciding how they 
can be used to best advantage. 
Many a window containing 
the very best of fixtures fails 
to attract the eyes of passers- 
by because they are not spotted 
properly in the window—low 
fixtures may be too far back 
—high fixtures may be too 
far front. Arrange your 
trim and then go out on the 
street and try walking past 
your windows. That’s the way 
to tell what they will look 
like. 
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, il designing department turned 
drawbacks to advantages and 
amazed us with the possibilities” 


For nearly a century Cotrell & Leonard, Albany, 
New York, has held high place among the 
leading stores of America. For some years they 
felt their equipment wasn’t quite in step with 
the trend of the times but thought it impos- 
sible to modernize their store without putting 
up a new building. Finally they laid the prob- 
lem before us. 


In a recent letter they said: “We deferred 
plans for new equipment for years because of 
the physical limitations of our buildings. But 
your designing department turned those very 
drawbacks to phe and amazed us with 





Cotrell & Leonard 


the possibilities of the preliminary plans. 


“And your completed fixtures are even finer 
than we had anticipated from the samples and 
sketches submitted. We are frankly delighted 
with the entire job and realize that you have 
created for us not only a store of unusual beauty 
but one that merchandises perfectly.” 

If your situation is “different”— if you’re con- 
fronted with a problem that defies solution— 
if you’re not getting the business you should, 
won’t you let us help? A request for informa- 
tion will get immediate attention and will not 
obligate you in any way. 


GRAND RAPIDS STORE: EQUIPMENT CORPORATION 


Formerly: The Grand Rapids Show Case Company « Welch-Wilmarth Corporation 











Factories: Granp Rapips Store Equipment Corporation, Grand Rapids, Michigan Executive Offices: 
Grand Rapids Gentlemen: Please send literature and information Z-1 Grand Rapids, Mich. 
Portland, Ore. regarding your Interchangeable Store Equipment Br 7 i 

Baltimore Name representatives 
New York City City State in every territory 








STORE PLANNERS, DESIGNERS AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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Attracting Children without 
Distracting the Clerk 


HE children’s depart- 
ment of today must count 
among its chief attractions 
some features which have a direct 
appeal to the little folk themselves 
and which make them want to visit 
the department, and which will maintain their interest. 
When taking children on a shopping trip, the parent’s 
lot is a none too happy one, for the youngsters soon grow 
restless and want to move along before the buying is 
attended to. Therefore it is gratifying to the mother, 
father or other adult on the shopping errand to find one 
place where the child is content to “stay put” while the 
necessary business is being done. : 
Recognition of this fact has led to a general livening 
up of juvenile shoe departments of late. 
Were you to ask any group of parents to furnish you 
a list of things that instantly win the attention and in- 
terest of their children, it is reasonably certain that two 


Wieboldt Places Fixtures 
Where They Cannot In- 
terfere with Selling 


items, namely, “bright colors” 
and “animals” would be on 
every list. That probably ac- 
counts for the growing prevalence 
of animals and bright colors in the 
decorative scheme of so many chil- 
dren’s departments. 

Wieboldt’s, Chicago, recently decided on using animals 
and color to draw the children, which they did with 
marked success. 

To provide the desired appeal to the children and at 
the same time avoid giving up more than necessary 
space to decorations, they installed the “shoe zoo.” 

This is a stand for the fitting of children’s shoes. The 
chairs for the young customers are built to resemble 
various wild animals, and there is a canopy over the 
stand, very much in the manner of a circus. The front 
of the stand is gaily painted with pictures of all sorts of 
beasts of the jungle, done in the brightest of colors. 


In a department of this kind children are content to stay put for the length 


of time it takes to fit them properly. 
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For Exceptional Spring Displays 
Use 
Adler-Jones Decorations 








An entirely new line of decoratives, all designed for this 
season’s trend in merchandise. 


All shown in full colors and priced exceptionally low. 


‘Make your spring displays unusual and appealing by using 


Adler-Jones decorations. 
Your copy of our new spring catalog 

The Guide To Better Window Displays 
will be mailed to you without charge. | | 


Remember Easter is early, so get your copy at once. 


The Complete Spring Line Is Now on Display in Our Showrooms 


The Adler-Jones Co. 


645 So. Wells St. 
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Like building blocks, these unit fixturés can be so arranged as to get many different effects 


Variety in Display 


Multi-unit fixtures like the above give 
unlimited opportunities 


HE vogue for window displayers of the cabinet 
‘gos providing a number of nooks where shoes are 

set in or on small box-like compartments, bids fair 
to continue indefinitely, though this type of displayer 
already has enjoyed longer life than has been accorded 
most of those which have been regarded as innovations 
in the past. 

A new development of this basic idea, providing much 
greater flexibility in the matter of changing the effect of 
both large and small unit displays, is the multi-unit dis- 
player shown here. These displayer units are made 
somewhat in the nature of building blocks, but of vary- 
ing heights, and can be built up into a practically un- 
limited variety of formations. 

They can be arranged in one wide unit display as 
shown, or built into a high, narrow one. They can be 
formed into circular, oval, crescent shaped, oblong, square 
or L-shaped trims. 

They can be used in conjunction with shoe stands of 
any type or material, and show particularly well with 
wrought-iron stands. 


Inasmuch as they can be used in so many different 
ways, there seems to be no reason why these pieces 
shouldn’t be used over and over for a long time without 
getting “stale.” 

The decorative house that has just brought them out 
believes this to the extent of producing them in quanti- 
ties to be sold from stock. 

The pieces shown are in heights of four, eight, twelve 
and sixteen inches. Each side is eight inches in width. 
They are of wood veneer over fiber board. 

They may be bought in sets, ready made. Additional 
pieces may be ordered separately, in twenty, twenty-four, 
twenty-eight and thirty-two inch heights as well as those 
previously mentioned. 

This new displayer idea appears to be a very good 
one, though not costly. It is capable of further develop- 
ment in the designing of other sets, composed of pieces 
of different sizes and shapes. 

The units, in addition to lending themselves to a wide 
variety of arrangement, can also be given different color 
treatments by covering them with colored materials. 
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New Line for Shoe Store Windows 


Ask for Book No. 11F—Use your Stationery 


Tus Oscan Quam Co, “*. oY. i 


Cincinnati, O. 





Your Silent 
Salesman 


ANDREWS 
INTERLOCKING 
CHAIRS 





Your customers com- 
fort while buying pro- 
duces a contented mind, 
making shoe selling easy. 


Makers of veneer and upholstered styles for 


We have made and sold 
Shoe Store Chairs for 64 
years. 


Write for Catalog No. 90 











107 So. Wabash, Chicago 


Portland Seattle 
45 Fourth St. 


New York 
1472 Broadway 























W 





GOLDEN 
BROWN WITH 





YELLOW, RFDDISH 
BLACK FIGURES 


Merchants Service Dept. 


Boot and Shoe Recorder 
189 W. Madison St. 


Chicago 

















Attractive 
HAND-LETTERED 
PRICE TICKETS 
80 different prices, ranging from 
69c to $17.50 
12 each of 6 prices, $1.25 


1 Doz., one price, 25c 
Check With Order, Please 





Boot & Shoe Recorder, Chicago 
Please send following prices: 


(J Send details on Card Services. 


SEE EE PEELED PEEP POOP ET OT RT SORT 











January 26, 1929 




























THE A. H. ANDREWS CO. 


617 Western Ave. 
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The STREET is crowded 
— but is your STORE? 














There’s no profit for you from those who pass by. Your street may 
be thronged with shoppers, but, if your store front—your 
window displays—lack the selling punch necessary to 
draw these people into your store, you are not 
making the most of your location. Many sales 
start on the street. Your closest contact 
with those who pass should be noth- 
ing short of the best. You can 
count on definite results 
from a Kawneer Store 
Front in bronze. 














l 

‘ 

5 
. i Sali 7 
— 


Kawneer 


BRONZE 


STORE FRONTS" 


THE KAWNEER COMPANY Name.. 

1113 FRONT ST., NILES, MICHIGAN Address 

I’d like a copy of your book ee ee ee 
showing modern store front designs Business 


CONSULT AN ARCHITECT - IT IS AN INVESTMENT — NOT EXPENSE 
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THE 


RCH BRESERVER 














Styled by Wright 








66 styles, will be featured in 
The Saturday Evening Post, Feb- 
ruary 16th, and in Collier's 
Weekly, February 2nd. Hook-up 


| seta new [At —* 
higher 

standard 

in shoe = 

merchan- 
dising ! 
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Style 225—one 







The Arch Preserver Shoe has re-made the shoe market! It has proved that 
men can have BOTH style and comfort. For the first time in the shoe industry 
the dealer is able to offer both of these values—rilliant style and complete 
comfort. Never before such a shoe—and its superiority is benefiting dealers 
to the utmost, because of the national advertising plan which features special 
salable models each month. These monthly models are also featured in local 
dealer tie-ups, newspaper advertisements, window displays, store displays and 
mailing folders—so that every dealer secures the fullest benefit from the national - 
campaign. The greater value of the sales franchise is definitely established. 
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“REEPS THE FOOT WELE~ 





— 


E. T. WRIGHT & COMPANY, Inc. 


. 
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Quick Shipments 
Quick Sales.. Profits! 


. with shoes from the J. W. stock department 
prices and quality exactly the same as in shoes made 
to order. 


Here is the new day way of merchandising your 
men’s shoe department. Eighteen styles in stock 
which cover 80% of the volume of your men’s 
$8.50 to $10.00 grades. 


Some of the very largest and highest grade stores in 
the country are practicing this new profit-making strat- 
egy, using the Just Wright Stock Department, and 


sizing in every Monday morning. 


“They can’t help catching that $12.00 look.” 
Catalog on request. 


Steck No. 372. Frat Last. 
Collis No. 5 Brown Calf 


Oxford. Plump Upper 
Stock, me A Single Sole. 
Rubber l, 6.25. 

Stock No. eet. Same in 
Imported Black Calf 6.25. 





of ROCKLAND, MASS 
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C-H-ALDEN COMPANY 
Designers axd Makers of Mens Fine Shoes 








“MARGATE” 
Stock No. 405—tan calf, as above 
Stock No. 400—in black calf. 


“Gold Spot” Spartan Sole. 
Rubber Heel. 


Sizes: A, 7-11; B, C, D and E, 6-11. 











Specializing 
1M 

Zee Dotter 

Shoes for Men 


The Welt Symbol 


Boston Office: lOHigh Street 
Tactory and Executive. Oftices 
ABINGTON,MASS. 
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on the 


elling hoes Road 


News of the Shoe Travelers 


Edited by HELEN M. HANEY 








Highlights on N.S. T. A. Convention 
By T. A. Delany, National Secretary 


Resolution that Congress be petitioned to retain hides 
and skins on the free list; and that a tariff be levied on all 


foreign-made shoes. 


Resolution in accordance with the vote of the allied 


branches of the industry, indorsing but two shows a year 
—the winter show in the Middle West, and summer show 
in the East. This resolution does not discourage local or 
territorial shows. 


Indorsed plan of the N. S. T. A. Insurance Commit- 
tee, Charles W. Morrill of Boston, Chairman, for five 
classes of policies, premiums pro-rated according to the 
average age of each class—for instance, 20 to 40 years; 
40 to 50; 50 to 60; 60 to 70 and 70-up, thus will the 
younger members be relieved from paying as large 
premiums as the older men. 


The time and place of the next N. S. T. A. conven- 
tion left to the discretion of the boa:d of governors. In- 
vitations have been received from the Wisconsin Shoe 
Travelers’ Association; as well as from the three affiliated 
Boston groups to hold the next national “meet” in their 
midst. 


Reuben Metz, of Chicago, General Chairman of the 
1929 N. S. R. A. Convention Committee, heartily con- 
gratulated the National Secretary and his N. S. T. A. 
committee for their good work as ushers at the Chicago 
show. 





Courts GAR- 
RETT, for- 
merly of the Pa- 
cific Coast who has_ style shoes. 

been living until —— 


of nine rooms. 


recently at St. 


cago Show. His concern had a suite 
He is most enthusiastic 
over his line of medium-priced women’s 


Joseph, Mo., made 
arrangements to 
represent the Rice- 
O’Neill Shoe Co. 
of St. Louis in 
California. For 
the past ten 
er Mr. Gar- 
Carste Carvese rett has repre- 

sented the Pen- 
nant Shoe Co. of St. Louis’ Interna- 
tional Branch, covering the Middle 
West, but is now moving back to the 
Pacific Coast, where he has been lo- 
cated for the past twelve years. Mr. 
Garrett showed the Rice-O’Neill line 
at the Palmer House, during the Chi- 


i adage Secretary T. A. Delany 
was a guest at the Silver Anni- 
versary Dinner of the National Boot 
and Shoe Manufacturers’ Association, 
held at the Hotel Astor, New York, 
Jan. 16. 


B E. SIMS now represents the Mid- 
¢ vale Shoe Co. (branch of the In- 
ternational Shoe Co.) in Oklahoma, Ar- 
kansas and Texas territory. Mr. Sims 
will make his headquarters at Dallas. 
He represented in the same territory a 
well-known St. Louis line before mak- 
ing his Midvale connection. 


RANK _B. 

NEWHALL has 
recently been ap- 
pointed to repre- 
sent P. W. Minor 
& Son, Inc., in 
Maine, New Hamp- 
shire, Vermont and 
Northeastern Mas- 
sachusetts. He suc- 
ceeds Charles B. 
Taft, who is now 
located permanent- 
ly at the factory 
in Batavia, N. Y., 
as advertising 
manager, and general sales promoter 
of the “Treadeasy” shoe. Mr. Newhall 
is one of the most popular traveling 
shoe salesman in the eastern section of 
the country. He made his initial trip 
with this popular “in-stock” line the 
second week of January and reports 
that the volume of business secured 
—_ most encouraging and pleasing to 
im. 


Photo by Waid 
Frank B. Newhall 


HE semi-annual sales convention of 

the Hamilton-Brown Shoe Co., of 
Boston, was held the first week of 
January, and was well attended by 
representatives from the Atlantic Sea- 
board, including New York State, 
Pennsylvania and as far south as 
North Carolina. New lines for spring 
were inspected, over which the sales- 
men were much enthused. Included in 
the line was a “snappy” assortment of 
women’s novelties, in the new light 
colors, as decided upon at the New 
York Spring Style Conference of the 
allied trades. A. C. Brown, president 
of the Hamilton-Brown Shoe Co., at- 
tended the convention and emphasized 
the slogan of his house “Keep the 
Quality Up.” 


RANK E. CRAWLEY of Green- 

ville, S. C., is now representing the 
Herold-Bertsch Shoe Company, manu- 
facturers of “The Torson Shoe,” in 
Southeastern territory, comprising 
Georgia, Florida and the Carolinas. 
In his previous seven years connection 
with the Endicott-Johnson Corporation, 
Mr. Crawley has established a fine 
record among the retail merchants of 
the Southeast, and writes that he is 
anticipating a good business on his 
new line. 


E> H. MILLER, who represents the 
¢ Irving Drew Co., showed the 
Drew Arch Rest shoe line at the 
Parker House, Boston, during the week 
of the Boston Style Show. 
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THERE'S PIOKIN IN 


val MILLER SHOE TREES 









OMPANIONATE PROFITS 
are those which are naturally 
taken at the same time without in- 









crease in selling cost.......... 






Shoes and shoe-trees sell together as 





naturally as shoes and shoe laces. 






Many merchants have discovered 
this, to their profit............ 











When a customer has been sold a 
well-fitted shoe, his or her mind is 






naturally wide open to your sug- 






gestion that the good looks and 
shape of the shoe be retained... . 











A tree slipped into the shoe usually 
clinches its sale—and slips over 






the “‘Companionate profit.” ... . 







In simplicity of operation—finish 
and durability Miller Shoe Trees 
are standard the country over... . 







Our new catalog and our 
price list are yours for the 
asking. 


O. A. MILLER 


TREEING MACHINE COMPANY 
BROCKTON, MASS. 
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' ILLIAM B. 
KERICH 
was the “life of 


the party” at last 
month’s staff con- 
ference of sales- 
men of the Bob 


has 
“Bob Smart” since 
the inception of 
the business and 
owing to Ned con- 
fidence which re- 
ee tail merchants of 
Missouri, Oklahoma and Kansas have 
in his judgment and ability, he has 
demonstrated success each season. Out 
in the oil country, Mr. Kerich “kicks 
up plenty dust,” as sales manager Ray 
Baumgarner describes his activities. 


HE Boston Shoe Travelers’ Associ- 

ation recently “surprised” its 1928, 
President, Harry P. Lynch, with a 
brief case. This came as the Board 
of Governors had concluded a meeting, 
held in the office of President C. N. 
Cogswell. In addition to the Board 
of Governors, a few other members of 
the Boston Shoe Travelers Association 
were present, about 25 in all. Past- 
President Lynch was called to the 
front while President Cogswell made 
the presentation speech. He spoke of 
the splendid services that Past-Presi- 
dent mers had given to the associa- 
tion during his three years’ as “cap- 
tain” of the B. S. T. A. “ship of sales- 
men”; he also called attention to the 
fact that during this time the associ- 
ation has shown a healthy wth. Mr. 
Lynch responded by a pleasing talk 
in which he stressed his deep ap- 
preciation of the kindly spirit which 
prompted the gift. Mr. Lynch repre- 
sents the Hoague-Sprague Corporation 
and as soon as the Chicago Convention 
was over was off and away on an ex- 
tensive trip through the United States; 
he headed the Boston delegation to 
“The Windy City.” 


NTEGRITY, enthusiasm and con- 

fidence were the reasons cited for 
the remarkable accomplishment of the 
International-Chicago Shoe Co. when 
the company’s forty-five salesmen met 
in Chicago last month to obtain their 
spring samples and to become more 
thoroughly acquainted with each other 
and with their associates within the 
organization. The meetings, occupy- 
ing three days, were held on the sixth 
floor of the Williams Building con- 
veniently adjacent to the salesrooms of 
the “Chicago” company. At the ban- 
quet held at the Palmer House, the 
company entertained the salesmen, 
their wives, and all employees of the 
local “International” branch; there 
were 102 in attendance. E. J. Koenig- 
kramer, in charge of credits for the 
International-Chicago Shoe Co., pre- 
sided as toastmaster. W. B. Hatcher, 
general manager of the Chicago Com- 
pany, delivered one of his quiet, en- 
cou talks with which eve 
member of the staff is fond and famil- 
iar. From St. Louis headquarters of 
the “International” forces, E. C. 
Hyde came to Chicago to present the 
new line of women’s samples; H. L. 
Kelly, men’s and boys’ lines, and Joseph 
Pietzuch, the company’s new samples 
in Archtype footwear. 


RS. “BILLY” ST. LOUIS has def- 

initely entered the shoe field as 
representative of the C. E. Chase & 
Co.’s line of boudoirs, D’Orsays, one- 
straps and “junior modern” shoes; she 
covers the larger New England retail 
shoe merchants, and a wide range of 
visiting trade, including a big delega- 
tion from “The Southland,” the latter 
her late husband’s former customers. 
She succeeds the popular Billy St. 
Louis, who for fourteen years sold the 
C. E. Chase & Co.’s shoes as his main 
line. Mr. St. Louis traveled Dixie so 
long and was so well liked that he 
made a long list of friends, who have 
now promised to be just as loyal to 
his widow. Mrs. St. Louis has estab- 


Photo by Waid 
Mrs. Billy St. Louis 


lished her headquarters on the second 
floor of 215 Essex Street, Boston. 
“And so I have returned again to the 
selling game, which I always loved,” 
said Mrs. St. Louis, in a recent inter- 
view. “Just before my marriage, I 
had several months of valuable experi- 
ence in a Western New York store.” 
After Mrs. St. Louis’ marriage, she 
devoted her entire attention to home- 
making, and did not again appear in 
the business world, until Mr. St. Louis’ 
illness of some years ago when she 
started off by selling four cases to a 
big city account; for the past several 
months, she has been steadily “at it.” 
She has now qualified as a stylist on 
boudoirs, and says that “as the Amer- 
ican woman is queen of the home, she 
owes it to herself and her high position 
to have her house shoes pretty pleasing 
and fashionable accessories of her 
house dresses and luxurious negligees. 
Mrs. St. Louis has two sons, one Billy, 
Jr., a sophomore at Dartmouth, who is 
studying business administration; her 
other son is a sophomore in the Read- 
ing, Mass.; high school. 


M. SAMUELS, who has covered 

* Arkansas, Mississippi, Louisiana, 
and southern Illinois for the Julian & 
Kokenge Co. of Cincinnati, for several 
years, has had Kentucky, Tennessee, 
and Alabama, added to his territory. 
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S. BOGGS 

¢ of . Tarboro, 
N. C., made a visit 
to Boston right 
after Christmas 
for the purpose of 
attending the 
semi-annual con- 
vention of the 
Hamilton-B rown 
Shoe Co., which 
included salesmen 
from the Atlantic 
Seaboard and 
other eastern sec- 
tions of the coun- 
try. Mr. Boggs is 
a native of the Southland, “hailing” 
from Melfa, Va. He is regarded as 
an able style man, and a good mer- 
chandising counsellor. His motto is 
a: of his house “Keep the Quality 

>” 


Photo by Waid 
C. S. Boggs 


B. HATCHER, general man- 
* ager of the International-Chi- 
cago Shoe Co., had a number of an- 
nouncements to make at the banquet, 
in connection with the recently held 
sales convention of this house; these 
announcements, indicated the steady, 
consistent, development of the com- 
pany which made its initial shipments 
last March. Prominent among these 
was the appointment of Paul H. At- 
kins who has already assumed charge 
of the new company’s department 
devoted to advertising and sales pro- 
motion. Mr. Atkins’ previous experi- 
ence under Advertising Manager Perry 
Thurman at the Roberts-Johnson-Rand 
branch in St. Louis, coupled with a 
natural ability in the publicity field, 
promises much for the continued ex- 
pansion of this latest branch of the big 
company. In the compilation of the 
semi-annual catalog and frequent sup- 
plementary advertising, Paul Atkins’ 
department may be expected to con- 
stitute an important factor in shoe 
merchandising from the “Great Cen- 
tral Market.” Another announcement 
was the acquisition January first of 
additional storeroom and warehouse 
facilities. The entire fourth floor at 
the company’s building at West Mon- 
roe and Franklin streets, was added 
with the beginning of the new year, 
giving the company some 40,000 square 
feet of floor space at their Monroe 
Street location besides extensive ware- 
house space. 


L. SMYTHE SALES CO. has 
* been appointed Far Western 
agents for we | Bros. Shoe Co. of 
Keene, N. H. C. L. will cover all of 
the large cities from Chicago West, 
with assistants covering local territory. 
The C. L. Smythe Sales Co. also repre- 
sents the Knights-Allen turn line of 
Haverhill, and the Axman-Weiss Shoe 
Co.’s novelty McKay line. This com- 
pany has a permanent sample room at 
203 Arcade Building, Los Angeles. 


PETER P. FEDICK, who represents 
the Hurley Shoe Co., in the Far 
West, recently made a call on the mer- 
chants of the Pacific Coast, and re- 
ports a good business from that sec- 
tion on the Gripsem Arch line, as well 
as on the Hurley shoes with the built- 
in metatarsal adjustment. 
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STYLES OF | 
TOMORROW 





Never mind the snow flurries — Spring, is 
just around the corner, women of your 
city will soon be searching for Individual 
Styles in Spring Footwear. 


Independent Style Scouts and our Sunlight 
Factories have been working day and night to 
produce — “Styles of Tomorrow — Today” for 
your trade. The number shown, the “‘Zepp,”’ 

is an indication of the attractive styles ready 
for Independent dealers. Be the first to present 
Independent footwear and you are sure to 
become the style headquarters of your city. 
Write'or wire for an appointment with our 
special Independent representative. 


White Calf Buckle Strap 
Sanda!, Patent Kia 
Trim and Smocking, 
131 Last 


AAA to C — 
aiinisaune ae 


















“ZEPP” 





Independent Jhoe lease : 


1140 Washington a Bui Mirrouni 
Cre vee A? 
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Dancing 


Debutantes 
Are Dandy 


Customers 


OT every shoe store caters to the fresh 
young flapper with dancing aspira- 
tions. They not only buy the Hoffert 
Italian Toe Dancing Slipper, Soft Toe 
Slipper and Flats for their school work, but 
are customers for every pair of street shoes 
in the house. Write today for our exclusive ) 
agents’ proposition. ee . 





























Chicago Theatrical Shoe Co. > ee off 
Shops at 209 S. State St., and “a oY F 
159 N. State St. ESS 
CHICAGO, U. S. A. Pale 
~~ 












Mail Order Dept., 209 S. State St. 


CHICAGO THEATRICAL 
SHOE C0. © © © 


es 












of Greeley Boudoirs is 
proven by the long list of 
our customers who order 
them regularly and in 
volume, year after year. 
Ask your jobber about 
Greeleys. Or write to 
us if he does not carry 
them. 






























A. W. GREELEY 
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Sell -Aore ‘Rubberwear 


ALOSHES and “gum 
¢; goods,” generally, have 

many interesting sell- 
ing appeals to the merchant 
for 1929. In the first place, 
there are some brand new 
styles in the manufacturers’ 
designing and sample rooms; 
in the second place, prices on 
waterproof footwear, accord- 
ing to the new net price lists 
just issued, show an average 
reduction of about 6 per cent 
under 1928 prices; in the third 
place, many rubber shoe man- 
ufacturers are offering a five 
per cent premium for “early 
ordering ;” in the fourth place, 
the current country-wide grip 
and “flu” attacks have made 
people think seriously of keep- 
ing their feet warm and dry 
with rubberwear. 

Rubber warehouses are re- 
ceiving many orders for “at- 
once” deliveries on  water- 
proof footwear, and retail shoe 
merchants are clearing up 
their 1928 stocks at a lively 
rate, and making ready for 
the new numbers which are 
just stepping over _ rubber- 
wears fashion threshold. 


OBERT E. COMINS. 

rubber footwear dealer, 
Pittsburgh, Pa., recently put 
rubbers into a new prominence 
in his section, and has sold 
more pairs, through an appeal 
to the public of protective foot- 
wear for health preservation. 


jor Health 


Don’t Forget Your Rubbers 


ewe 





Homely and practical advice which will serve 
a good purpose every day of the winter has just 
been given by Dr. Theodore B. Appel, secretary 
of health of Pennsylvania. It boils down to the 
admonition, “Don’t Forget Your Rubbers,” 
given for years by housewives as members of 
the family departed for school or business and 
is endorsement of that caution. It is the ounce 
of prevention which is mere potent than cures 
for the “flu.” 

Wet feet are major perils in the Pennsylvania 
climate. That has been established by experi- 
ence. Dr. Appel urges the wearing of protective 
covering for shoes. He has fashion on his side 
so far as women are concerned; no matter how 
lightly they may be garbed otherwise the mod- 
ern woman is not dressed for outdoors without 
galoshes. With men it is more matter of pref- 
erence. Many hundreds, the secretary says, will 
contract serious illnesses this Winter from which 
some will die because “their feet got wet and 
remained wet for some time afterward.” 

The rubbers mean dry feet under all but the 
most extreme weather conditions. They are easy 
to put on and cause the wearer no inconve- 
nience. The time and money to be saved 
through their use is out of proportion to their 
small cost. 


Distributor 
“RECO” Brand 
Rubber Footwear 


Courtesy of 


Robert E. Comins 


729 Fifth Avenue 
Pittsburgh, Pa. 





and shoes in 1927 reported a 
total output valued at $124... 
607,801, of which amount 
$115,785,941 was contributed 
by rubber boots and shoes and 
$8,821,860 by miscellaneous 
products. The value of prod- 
ucts for 1927 represents an in- 
crease of 7.5 per cent as com- 
pared with $115,934,544 for 
1925, the preceding census 
year. The total rubber shoe 
production, including those 
manufactured as_ secondary 
products by establishments 
classified in other rubber in- 
dustries, was valued at $132,- 
468,774 for 1927, an increase 
of 10.5 per cent as compared 
with $119,922.826 for 1925. Of 
the 22 establishments report- 
ing for 1927, ten were located 
in Massachusetts, four in Con- 
necticut, three in Rhode 
Island, and one each in Illinois, 
Indiana, New Jersey, Penn- 
sylvania, and Wisconsin; in 
1925 the industry was repre- 
sented by 23 establishments, 
the decrease to 22 in 1927 
being occasioned by the fact 
that one plant was reported 
as idle during the entire year. 


_ biennial census of 
manufactures, takenin 
1928 by the Department of 
Commerce, also shows that 
establishments engaged pri- 
marily in the manufacture of 
rubber products, including 
rubber boots and shoes, and 


He recently reprinted on a 14 x 8!4-inch 
window-pane poster an editorial from the 
“Pittsburgh Post-Gazette,” headed, in 
bold-faced type—“DON’T Forget Your 
Rubbers,” reiterating the advice of Dr. 
Theodore B. Appel, secretary of health 
for “The Keystone State.” The text of 
this poster is reproduced on this page. 
The idea of Mr. Comins is worthy of a 
country-wide repetition, in the cause of 
getting more pairs of protective footwear 
sold right. According to data collected in 
the biennial census of manufactures, 
taken in 1928, by the Department of Com- 
merce, the establishments engaged pri- 
marily in the manufacture of rubber boots 


A window display of men’s 
rubbers in wintertime helps 
to move more pairs—espe- 
cially if the information is 
added that a certain “self- 
acting” number is easily 
“STAMPED” into and out 
of, and also fits over several 
shoe styles 


miscellaneous rubber goods, in 1927 re- 
ported the consumption of 364,017 long 
tons of crude rubber exclusive of gums, 
a decrease of 6.1 per cent as compared 
with 387,629 long tons consumed in 1925, 
the last preceding census year. The total 
consumption was made up as follows: 
342,216 tons of plantation rubber, a de- 


crease of 4.5 per cent as compared with 
358,167 used in 1925; 8,815 tons of Para 
rubber, a decrease of 14.1 per cent as com- 
pared with 10,263 used in 1925; and 12,- 
986 tons of other rubber, a decrease of 
32.4 per cent from that used in 1925. 





: 
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First Showing of Menihan’s Newest 
Numbers for Spring 


All the Wanted Lighter Shades—All the New Genuine Reptilians—In-Stock Now 


“IVENA” 
Special Process 
wine Beige B-204—Genuine Light 


202—Gen 
Snake with Kid Quarter 
and Heel to match...... 86. Beige Snake ........... 86.50 


“LUELLA” 
Special Process 


wine Brown 


B-203—Genuine Mauve B- 
Snake with Mauve Kid Snake with Brownstone 
Quarter and Heel....... $6.15 Kid Quarter ........+... 86. 


THE MENIHAN COMPANY 
In-Stock Department 
ROCHESTER, N. Y., U. S. A. 


Makers of Menihan Arch-Aid Shoes “VERDELLE” 
“OSAGE” : oe Special Pr 
Write for Agency Proposition OF a ame sth “sega 


Special Process Lisard with Mat Kid 
Quarter 86. 


B-992—Genuine Brown 
Lizard with Brown Kid ae he pee od 
. Liza: ue 
Detroit Office: Pittsburgh Office: Quarter 86.26 
Detroit-Leland Hotel Henry Hotel 
Cc. G. SELLERS W. A. BARNEY 


10 


: 
: 
: 
: 
: 
: 
: 
: 
: 
: 
: 
a 
: 
: 
: 
: 


New York Office: San Francisco Office: Les Angeles Office: 


846 Marbridge Bldg. Plaza Hotel 111 East 8th St. 
B. W. MOYLAN H. S. KUSHINS Cc. E. VAN DE GRIFT 


New England Office: Draper Hotel, Northampton, Mass., ELLIOTT LA MONTAGNE 
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Wisconsin Merchants Hold Retail 
Trade Conference 


Chain Store Competition 
Discussed At Superior 
Meeting 


Superior, Wis. (UTPS)—Many pro- 
prietors of shoe stores and shoe store 
clerks attended the retail trade con- 
ference which was held recently for 
two days at the Y. M. C. A. auditorium 
in this city. The conference proved to 
be very valuable to the independent 
shoe store owner as it brought to light 
many ways in which to meet mail 
order and chain store competition in a 
successful manner. An open discus- 
sion of problems that the retail shoe 
store owner meets every day in retail 
selling was an important and interest- 
ing feature of the conference. 

Richard E. Ellingwood and H. R. 
Doering, both of Madison, Wis., were 
the principal speakers. Mr. Elling- 
wood is assistant dean at the Univer- 
sity of Wisconsin and advisory editor 
of the Wisconsin Retail Bulletin. H. 
R. Doering is assistant professor of 
business administration at the Uni- 
versity of Wisconsin and editor of the 
Wisconsin Retail Bulletin. Paul J. 
Skamser and A. T. S. Yates, advertis- 
ing men of Superior, also were speak- 
ers, dwelling on local trade area retail 
advertising. The topics under discus- 
sion at the round-table discussion were: 

“When Retailers Get Together”; 
“Getting Results from Advertising”; 
“Selling Behind the Counter”; “Build- 
ing Up Your Sales Volume”; “How to 
Train and Pay Salespeople”; “Meeting 
Your Competition”; “What Do Your 
Customers Think of You?”; “Making 
More Profits in Retailing,” and “How 
to Sell More Goods.” 


Two More Stores Added 
To the Nisley Chain 


CoLumsus, OHIO (UTPS)—The Nis- 
ley Shoe Co. will o the 42nd and 
43rd stores in the chain at Cleveland 
and St. Louis, about Feb. 1, according 
to the announcement of Raleigh Lee, 

resident of the company. The Cleve- 
and store will be operated in a large 
room at 1010 Euclid Avenue with 
Thomas Lyons, who has been manager 
of the Cincinnati store, in charge. The 
St. Louis store will be on Seventh 
Street, and the manager will be an- 
nounced later. The Nisley Shoe Co. 
ae stores throughout the Middle 
est, East and South. 











They Want to Know 


Merchants ask us where to buy 
shoes and. other store merchan- 
dise. In this space we list the 
following typical inquiries: 


H-1473 Wants women’s novelty Mc- 
ys, 12 to 18 pair lots, re- 
tail $5 and $6, for four and 

five weeks’ deliveries. 

H-1474 Wants women’s in-stock 
novelties to retail $5 and $6. 

H-1475 Wants women’s style shoes 
costing $3.85 to $4.25. 

H-1476 Wants women’s snappy ox- 
fords to cost $3.50 to $5. 

H-1477 ants women’s novelties re- 
tailing $2.95 to $3.95. 

H-1478 Wants, for basement store, 
women’s and growing girls’ 
shoes and arch support shoes 
to sell at $3.95 and $4.95, and 
less on bargain days. Also 
for basement sales, women’s 
leather boudoirs and straps, 
and boys’, girls’ and children’s 


shoes. 

H-1478 Wants women’s shoes to re- 
tail at $4 and $5. 

H-1479 Wants men’s oxfords in case 
lots to retail at $4. 

H-1480 Wants women’s shoes to re- 
tail $2.50 to $4. 


Interested parties may have 

names on request to Information 

Department, Boot and Shoe Re- 

cooee, 80 Federal Street, Boston, 
ass. 











Merchants Plan Spring 
Displays in February 


Mass.—Retail 


Boston, shoe mer- 
chants report satisfactory January 
sales; the majority also state that they 
will take inventory about Feb. 1, and 
start in with a goodly display of early 
spring shoes about Feb. 15. The snow 
and cold of the past week have mate- 
rially aided the movement of overshoes, 
which have been offered to the public 
in a wide variety of patterns and 
prices. One exclusive shoe house stated 
that the first day of its sale was the 
biggest in its history of 48 similar 
events. In women’s shoes, some broken 
lines were reduced 30 per cent; men’s 
broken lines were reduced all the way 
from 5 per cent to about 25 per cent. 

Palm Beach windows installed im- 
mediately after Christmas have 
brought to those stores featuring 
footwear for the Southland, a steady 
business on men’s and women’s regu- 
lation sport and dress sport num- 
bers. Sandals of leather and colorful 





brocades, silver, or gold kid, are 
among the Palm Beach styles shown. 
In women’s hosiery, chiffon weights 
lead sales in the popular light beiges, 
with some grays; service weights in 
light shades, and rayon and wool, in 
evenglow, beige, sandalwood, and other 
light shades, are good sellers. In men’s, 
the “six and three” weaves in close 
ribbed wools, and lisles, with shapely 
ankle lines, in dark colors, are popular 
numbers; the light wools are selling 
better today than the heavier weights. 
Extreme bright wool novelties continue 
to be sold in goodly numbers to the 
college boy. 


Lighter Colors Already 
Selling in Middle West 


Kansas City, Mo. (UTPS)—Ac- 
cording to Frank Tannenbaum, man- 
ager of the I. Miller Shop, who has 
just returned from the East, beige and 
gray python and reptile will be popu- 
lar spring shoe materials which are 
already beginning to sell well here. 
Kidskin of Belgian blue, and khaki 
kools in a variety of shades are also. 
being highlighted in the local shop, as 
are blonde kids. 

Few white summer shoes will be fea- 
tured, says Mr. Tannenbaum, Indian- 
tex and Summertex material being 
particularly stressed for resort and 
summer wear. These are shown in 
bright prints and in delicately em- 
broidered patterns. 

Sixty per cent of the newer models: 
have high heels, reports Mr. Tannen- 
baum. Center buckles are seen fre- 
quently and side effects are also ac- 
cented. Opera pumps retain their con- 
sistent popularity, and straps are more 
frequent than ever, having a slight 
edge over the oxford patterns which 
are particularly good in the reptile 
materials. 


Monser Now Buyer for 
Mabley & Carew Co. 


CINCINNATI, OHIO0O—Claude Monser, 
manager of the shoe department of -° 
the McKelvey Company, Youngstown, 
Ohio, resigned recently to become man- 
ager and buyer for the Mabley & Carew 
Company of Cincinnati. Mr. Monser 
succeeds Kent Kernon, who has been 
buyer at Mabley’s for the past three 
years. 


New Store for Cleveland 


CLEVELAND, OHIO (UTPS)—Papers 
have been filed with the Secretary of 
State chartering Berkman’s, Inc., with 
a capital of 300 shares of no par value 
to deal in all kinds of boots, shoes, rub- 
bers, hosiery and footwear accessories. 
The incorporators are Peter E. Klein, . 
Leon S. Kahn and H. M. Schneider. 
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O NOT judge the demand for Union Made shoes by the number of actual 
Trade unionists patronize merchants who sell Union Made shoes 
and they make certain that the shoes they buy bear the Union Stamp. 


They know where to find the Union Stamp and that an indistinct impression. re- 
sembling it is likely to be a counterfeit. 


Enjoy the patronage of trade unionists, their families and their friends by showing 
the Union Stamp. 


requests. 


COLLIS LOVELY 


General President 


wind 


The Trade Unionist Does 


BOOT & SHOE WORKERS’ UNION 


246 SUMMER STREET BOSTON, MASS. 
Affiliated with the American Federation of Labor 
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Fy Ss union Haram 
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Look for the Union Stamp 

















CHARLES L. BAINE 
General Sec’ y-Treas. 
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Protective Footwear 
Selling Well at Retail 


CINCINNATI, OHIO—More protective 
footwear was sold during the first half 
of January than moved in the two 
months of November and December. 
Severai heavy snows served as a 
stimulant. Moderate weather, up to 
and including the holidays, kept 
lighter weight shoes moving and rough 
weather at the beginning of the new 
year found most women thus cold. 

Blue kid held black patent sales 
down last spring, suede popularity 
hel to keep it down in the fall and 
it is now being predicted that black 
and brown. lizard will contribute much 
toward holding it down this spring. 
In fact, one large retail merchant re- 
ported that women coming to his store 
want to look at both but almost al- 
ways buy the lizard. There is enough 
novelty to lizard to make it look new, 
still it can be used for the same pur- 
pose as black patent. 

A few early calls are coming in for 
kid in the beiges and one of the new 
shades of kid that is attracting lots 
of attention is wood violet. Combina- 
tions of lizard and kid are also very 
popular at this time. In women’s sport 
shoes, one store lists black and brown 
buckskin with an ostrich saddle as 
best. 

Something new in women’s evening 
slippers is being shown at Pogues. 
They are opera pumps and T-straps 
with imported Raffia straw vamp and 
kid quarters of contrasting color. 


J. & T. Cousins Albany 
Store Closing Out 


ALBANY, N. Y.—The J. & T. Cousins 
Albany Corporation Shoe Store of 32 
North Pearl Street, a women’s high- 
grade shoe store, has leased its store 
and basement to a large drug concern 
for a long term lease, and has put on 
a big liquidation sale to dispose of its 
stock. Charles C. Ferrers, a former 
Boston man, with a wide experience in 
merchandising, who since last August 
has been manager for the J. & T. 
Cousins Albany Corporation Shoe 
Store, has not made any plans as yet 
for the future. The J. & T. Cousins 
Albany Corporation expect to vacate 
the store here about March 1, next. 


Some Bowlers! 


INDIANAPOLIS, IND. (UTPS)—The 
Marett Shoe Shop Bowling team have 
received honorable mention in the 
sport columns of the Indianapolis pa- 
pers, by making the highest total for 
the season—3149—in three games. 
a Cobler, manager of the team, 
and in charge of the men’s section at 
Maretts, made a score of 715 for the 
season. The bowling team is the oldest 
team in the city composed of Marett 
em only. 





New Pinet Salon 
Opened In Detroit 


Detroit, Micu. (UTPS)—Pinet, ex- 
clusive French footwear salon for 
women, has been opened at 1219 Wash- 
ington Boulevard under the active 
management of Morris Lubowitz, gen- 
eral manager. The company now op- 
erates one shop in Cleveland and has 
secured a lease on a Chicago location. 
Negotiations are understood to be un- 
der way for an advantageous New 
York location, also. 

Pinet footwear, 
Paris, is handled exclusively. 
range upward from $12.50. 


manufactured in 
Prices 


T. J. Crittenden Dead 


MIAMI, FLA. (UTPS)—Funeral ser- 
vices for Thomas J. Crittenden, presi- 
dent and treasurer of the Crittenden 
Bootery Co., were held Jan. 12 at the 
Church of the Little Flower, Coral 
Gables. The company, of which Mr. 
Crittenden was president, owns and 
operates shoe departments of Bur- 
dine’s, Miami; Maas Brothers, Tampa; 
Hatch’s, Inc., Jacksonville, and Odum, 
Bowers and White, Birmingham. He 
had lived in Miami since 1923, when 
he established Burdine’s Bootery Shop. 
Previous to that time he resided in 
Tampa. 


New U.S. M. C. Calendar 


Boston, Mass.—The United Shoe 
Machinery Corporation has issued as 
its 1929 calendar another interesting 
desk brochure, entitled “Rivers, Lakes 
and Mountains.” This is well illus- 
trated and contains important data. 
It measures about 7% x 7%, is easily 
adjusted and the booklet is readily 
detached. The “Rivers, Lakes and 
Mountains” calendar is the tenth in 
a series of historical bibliography 
originated by the late Daniel S. Knowl- 
ton of the United Shoe Machinery 
Corporation. A copy will be sent to 
all applicants while the supply lasts. 
The editions for 1920, 1921, 1922, 1926 
and 1927, are exhausted. 


Two Stores Merge 


PORTSMOUTH, OHIO (UTPS)—The 
announcement of the merger of the 
Anderson Bros. Co. of Portsmouth and 
the Anderson-Newcomb Co. of Hunt- 
ineton, W. Va., which was consum- 
mated recently, means the merging of 
the buying in the men’s and women’s 
shoe denartments of the two stores. 
Officers of both corporations will re- 
main unchanged, and their identities 
will be maintained except in buying. 
The assets. of the Anderson Bros. Co. 
are estimated at $450,000, and those of 
the Anderson-Newcomb Co., $850,000. 
making total assets of $1,300,000. The 
Anderson Bros. Co. has been operated 
for more than 60 years and has been 
in the Anderson family for the whole 
of that period. 





Montgomery-Ward Will 


Open Store in Columbus 


CoLumMBus, OHIO (UTPS) — The 
Columbus stores of Montgomery Ward 
& Co., which will occupy a new build- 
ing at Third and Main Streets, will 
be opened Feb. 2 if present plans are 
carried out. 

H. C. Woodworth, formerly with the 
Piggly Wiggly chain of novelty stores, 
has been made manager of the Colum- 
bus store. The store will operate de- 
partments for men’s and boys’ as well 
as women’s shoes. 

C. C. Donohue, formerly with the 
F. & R. Lazarus Co., has been made 
buyer and merchandise manager for 
the shoe department as well as a num- 
ber of other departments. 


New Store in Dallas 


DaLLas, TEX. (UTPS)—The Baker 
Shoe Store, handling a complete line 
of popular priced shoes and hosiery 
for women, opened here this week. The 
new store is located at 1608 Elm Street. 
Lonnie Everett, formerly of Atlanta, 
is manager of the store. The opening 
was featured by a musical program 
and some events in which city officials 
participated. 


J. A. Simmons Dead 


DALLAS, TEX. (UTPS)—J. A. Sim- 
mons, 55 vears old, for many years en- 
gaged in the shoe business in Dallas 
and Waxahachie, died a few days ago. 
He had been in poor health for a couple 
of years. He is survived by two 
brothers, both of Kansas City. 


Your Picture in 
the Window 


LANSING, MIcH.—Here’s a new one. 
A photographer sold the owners of the 
Page-Lamerson store the idea of hav- 
ing large sized photographs of them- 
selves in the window. The argument 
used was that the public would know 
what the proprietors looked like, and 
if they saw either one in the store, 
would know that the firm was being 
represented on the floor. After sev- 
eral months’ trial, this firm is of the 
opinion that the photographer is ab- 
solutely right. They say that the feel- 
ing of friendliness that these pictures 
create more than counteracts the em- 
barrassment a merchant may feel in 
having his photograph displayed so 
prominently in public. 

The policy of this aggressive young 
firm toward settling complaints is 
very good. Even though Harry La- 
merson and Cliff Page are equal part- 
ners, it is Mr. Page who does all the 
adjusting. Experience has _ proved 
that it is much better to have one 
man to do this work than to have sev- 
eral. Their policy, like many others, 
is not to let a customer go out dissatis- 
fied, even if the store temporarily loses. 
“If we know that they are right, we 
fix them up right away. If they are 
wrong, we will do our best to send 
them away with a smile. We don’t 
work on the theory that the customer 
is alwavs right. It is my job to con- 
vince them that there is justice on 
both sides,” said Mr. Page. 
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WHERE TO BUY 
Men’s Shoes 





so STYLES IN STOCK 
EMERSON SHOE MFG. CO. 

ROCKLAND, MASS. 
WRITE TODAY FOR CATALOGUE 
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JAE 




















(P) ror MEN 
M. A. PACKARDCO., 


pore gN, 
BOSTONIANS 


SHOES FOR MEN 
COMMONWEALTH SHOE & LEATHER Co. 
WHITMAN, MASS. 








NETTLETON 
Shoes of Worth 

A. E. NETTLETON CO. 
Pr@otdar: 


g. W. COOK, 
Syracuse, N. Y., U. &. A. 
MEN’S FINE SHOES EXCLUSIVELY 
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“Styled Out” the 
New Slogan to 
Boost Pairage 


Lynn Manufacturers Coin 
New Phrase to Replace 
“Worn Out” 


LYNN, Mass.—‘Styled out” is one 
of the new phrases of 1929. It replaces 
“worn out.” Makers are trying it on 
merchants, as an argument to in- 
crease the pairage from six to seven 
a year. Some say it can’t be done. 
But the average wearer of Lynn shoes 
has increased from three to six pairs 
a year since the war, and it looks as 
if a vigorous effort, combining styling, 
making and merchandising might add 
one pair more. At least, that is the 
argument advanced. 

New business is in good volume, and 
more orders are Buyers at- 
tend shows, look over the styles, think 
them over, and then buy. A lot of 
shoes will have to be made fast for 
early spring and Easter openings. 

Blacks have begun to gain. Fifty 
per cent patents was the report from 
some of the nea grade shops last 
week. Very fine black kid is used for 
high grade shoes. Patents with gray 
piping are new. Some think they see 
signs of ays for around Easter. 
They usually sell about that time. 

Beiges are by far in the lead. The 
higher hues are many and varied. 
New fabrics are coming along strong. 
They present the cubist, modernistic, 
antique and other bold _ designs. 
Chinese silks are among them. 

Ombre effects have appeared again. 
The motor influence is at work. 
Stream lines of classy cars are adapted 
to footwear, and there is even talk of 
shoes to match frocks and coats for 
motor wear. 


Factories Will Be at 
Capacity by February 1 


CINCINNATI, OHIO— Production in 
the shoe manufacturing district was 
pretty — by the 15th of January 
and was being increased daily. Most 
factory officials expressed the belief at 
that time that factories would be run- 
ning at capacity by the first week of 
February. One of the biggest draw- 
backs at this time seems to be the 
scarcity of shoe workers, especially 
cutters. 

A large part of the orders booked 
prior to the holidays were for Feb. 
15 deliv: and it is these shoes that 
compose the greater part of the pres- 





ent output. A nice volume of business 
was booked at the January conventions 
and orders from territory salesmen 
show that the new samples for later 
delivery are taking well with the 
trade. 

Kid is coming this spring in many 
new shades, with the lightest being 
played the strongest. Lots of purple 
is being made up and it is thought that 
this will be played almost as strong as 
blue was last spring. Merchants in 
some sections of the country are buy- 
ing quite a bit of black patent while 
those in other sections are placing very 
light orders. A nice volume of white 
kid orders are coming in for April and 
May delivery, and manufacturers ex- 

t sandals to almost be head-liners 

y the time warm weather sets in. 
Some black satin is being bought, but 
it has not as yet come up to early ex- 
pectations. 


Factories Speed Up as 
Spring Orders Arrive 


Boston, Mass.—Shoe factories in 
this section are busy on spring and 
summer merchandise. A very satis- 
factory amount of business was booked 
at the local and Chicago shows. Many 
delegations from the South have made 
their semi-annual visits here, during 
the past few weeks and placed large 
orders. Several manufacturers are in- 
creasing their traveling salesmen’s 
forces, and are planning for a greatly 
increased business during 1929. 

For instance, one of the local con- 
cerns is making 2000 pairs daily of 
women’s McKays; orders are being re- 
ceived in good volume, and there are 
enough on hand to last until March 
15. Another small concern in Boston, 
making women’s McKays is operating 
at capacity, producing 40 cases daily 
for the retail trade. Three local con- 
cerns, who operate under one manage- 
ment in the making of women’s McKay 
shoes for the retail trade, report a 
combined production of 5000 pairs 
daily, and are operating at capacity. 

A nearby-Boston concern making 
men’s and boys’ medium-priced shoes, 
reports that its business has mate- 
rially improved during the last two 
weeks, and that there is a good demand 
for work shoe numbers. 

In the women’s orders coming 
through the factory for early spring 
delivery, from 50 to 75 per cent are 
for colored kid shoes. .Women’s patent 
leather shoes are in the works from 
50 per cent to 75 per cent in other 
instances. In light shades of glazed 
kid, Lido and sunburn shades are in 
big demand; brown is a steady seller 
for women’s shoes. More orders are 
being received for patent leather; elk 
sides are in good demand; there is an 
increased demand on women’s light 
colors in calf leather. 
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Wade S. Kennedy Now 
With Selby Shoe Co. 


PORTSMOUTH, OHIO (UTPS)—Wade 
S. Kennedy, one of the best known 
shoe factory executives in the Middle 
me associated with the 
Selby Shoe Co., in an executive ca- 
pacity and will devote his time to de- 
veloping the foreign trade of the Selby 
Company, which is one of the impor- 
tant departments of the business. The 
company is going after foreign busi- 
ness in a systematic and thorough 
manner. 

Mr. Kennedy was, until a few 
months ago, general manager of the 
Riley Shoe Manufacturing Co. of Co- 
lumbus. He was also formerly identi- 
fied with the old Selby-Drew Shoe Co., 
of Portsmouth, and later was associ- 
ated with the Irving Drew Shoe Co., 
also of Portsmouth. 





Tanners’ Council to 
Meet June 6 and 7 


New York City.—The Homestead, 
Hot Springs, Va., has been selected 
for the General Spring Conference of 
the Tanners’ Council. The time is 
Thursday and Friday, June 6 and 7. 





Making Big Navy Order 


Brockton, Mass.—Several Brock- 
ton manufacturers of shoe findings are 
benefiting indirectly from the award 
of an order for 85,000 pairs of U. S. 
navy shoes to the Brockton Shoe Manu- 
facturi Co. of Holbrook, of which 
E. F. O'Neill is the president. Mr. 
O’Neill has sublet the contract for all 
the innersoles and counters to the Max 
E. Wind Leather Co. of this city, and 
other firms have been given contracts 
for smaller findings in connection with 
the order. 

The Holbrook factory has begun 
work on the order following two weeks 
of stock-taking during which a system 
was devised whereby the navy shoe 
work was segregated from the regular 
business of the company, which con- 
tinues to be brisk. More than a score 
of additional hands were added to take 
care of the extra business. 





F. S. Farnum on Trip 


Brockton, Mass.—President Frank 
S. Farnum, president of the Churchill 
& Alden Co., has left for a business 
trip through the larger cities of the 
country, including many through the 
West. Later he will be joined by Mrs. 
Farnum and their daughter, who will 
make the far Western swing with him. 


To Make Health Welts 


SaLeM, Mass.—Leopold Shoe Co. is 
starting at 28 Goodhue Street to make 
a wntwoe Be grade of welt shoes, special- 
izing on health shoes. “Teddy” Harri- 

n, who was for some years with the 

ender Shoe Co., is superintendent of 
the shop. He retired a while ago, and 
went to Europe to study shoemaking 
methods. Now he is back in the 
harness. ~ 








Kernan Vice-President 
of Crispin Shoe Co. 


HAVERHILL, Mass.—Kenneth Kernan 
of Cincinnati, recently buyer for 
Mabley & Carew, has joined the Cris- 
pin Shoe Co. organization, this city, 
becoming financially interested and as- 
suming a vice-presidency. Mr. Kernan 
will direct the styling and merchandis- 
ing of the Crispin line. Previous to 
his Cincinnati connections he was as- 
sociated with the Thomas G. Plant 
Co., Boston. The other members of 
the Crispin. company are John C. 
Leary, Edward F. Casey and Frank 
M. Preston. 


Production Increasing 


in Haverhill Factories 


HAVERHILL, Mass.—Haverhill shoe 
plants are daily increasingly active, 
spring production rapidly getting un- 
der way. The preliminaries of buying 
in lasts, patterns, and materials are 
disposed of and production is actually 
under way. Factories making cheap 
and medium grade lines show the 
greatest early season activity. 

Low pumps patterns, the very nar- 
row straps, gores, and Theo ties are 
selected as the spring favorites, with 
Deauville sandals highly regarded for 
late spring and summer. 

Beige and parchment, also the new 
Lido brown, are the spring colors. 
Blacks show a poor second to the light 
kids. Patent leads the blacks, but has 
ceased to run strong. Beige is hailed 
as the outstanding color and has been 
bought up heavily. There is some 
movement to revive satins and the new 
_— colors are shown in satin in some 
ines. 


C. E. Cook President of 
Winslow Bros. & Smith 


Boston, Mass.—Frank G. Allen, who 
was recently inaugurated as governor 
of Massachusetts, has retired from the 
presidency of Winslow Bros. & Smith 
Co., and has been made chairman of 
the board of directors. Cheney E. 
Cook, formerly vice-president, succeeds 
Mr. Allen as president. This action 
was taken at a meeting of the board 
- directors of the company, held Jan. 


Making Compo Shoes 


HAVERHILL, Mass.—Much local in- 
terest is developing in the new ad- 
hesive, or cemented process of shoe- 
making. Haverhill shoe men returned 
from Chicago with the announcement 
that the new process shoes were out- 
standing features of the convention. 
The Lexington Shoe Co. is the first 
firm in the local industry to introduce 
this process, the “Compo” process hav- 
ing been chosen. Several local shoe 
men are making personal studies of 
the new idea. 

















WHERE TO BUY 
Men’s Shoes 














WOOD SOLE SHOES 
Heavy Full O8F 
Grein Leather 











WHERE TO BUY 
Spats 











$2.25 per pair 





IN STOCK—IMMEDIATE DELIVERY 


BLOG SHOE CO., INC. 
147 Duane &St., New York, N. Y¥. 















SPATS MADE OF BEST 
WATERPROOF 
CRAVENETTED MA 


From $16.50 te $21.00 
Merchandise of 2 doz. 
will be sent on approval 


GOLD SEAL 


636 Broadway New York 

















WHERE TO BUY 
Slipper Supplies 








POMPOMS AND ROSETTES 
merchandise 


The right at the right price. 
Bamples sent on . 
HY-@GRADE SLIPPER SUPPLY CO, 
698 Breadway New York Otty 
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WHERE TO BUY 


Women’s Novelties 

















20ND SHOE COMPANY, 152 Duane St. New Yer] 





WHERE TO BUY 
Ballet Slippers 





BALLET SLIPPERS 
and Left Lasts 





No. 600 Black Kid..1.45 1.40 1.35 
Coast Prices Slightly Higher 


BROOKS SHOE 
MFG. CO. 


Philadelphia— 
1725 No. 6th &t. 
Los Angeles—1162 So. Hill St. 








BLOG SHOB CO., INC. 
147 Duane 5t., 
New York, N. Y¥. 











HAND TURNED, BLACK KID 
BALLET SLIPPERS 


cs 


ly to 
@ ROSENBERG SHOE CO. 
tadelphia 











WHERE TO BUY 
Children's Shoes 





“ELAM” 














Four Highways fo a 
Profit — 


(Concluded from page 51) 


papers, and the second major item is 
direct mail, and the third major item 
is windows. Those are the three divi- 
sions of advertising. Of course there 
are a lot of other ones but those are 
the three principal items. 

Now we come to chart No. 4, and 
when you get a lot of figures on a 
chart or on a paper, take a sheet of 
paper and cover up the figures you do 
not want to look at. It is hard for 
some people to be statistically minded. 
I am, but a good many of us are not, 
and statistics do look confusing. 

Now we come to chart No. 4. There 
are two po. of keeping stock. One is 
by a complete set of stock numbers, 
which is apt to be confusing in a 
small store, and another way is to do 
it by the group system. When I say 
the “group system” I mean that you 
can take your men’s high shoes, men’s 
low shoes, women’s high shoes, wo- 
men’s low shoes, your children’s shoes, 
your rubbers, your slippers and your 
tennis shoes, and there you have got 
seven or eight automatic divisions 
which are self-identified, and which, in 
my opinion, give you a sufficient basis 
for a stock system in the average 
store. 

You do not need to have numbers to 
identify those groups, but you can, if 
ou wish, identify those groups by 


etters. 
I would like to have you go that far 
anyway, and you can make some sup- 





plementary divisions in that.. Heights 
of heels is the best way to do it 

The trouble with most systems is 
that they xeyeive a daily sheet. Of 
course the only way you can a 
system is to have a record of what is 
happening and analyze it. That means 
sales tickets or cash register tickets, 
or something that will have the price 
received and the kind of shoe it is. 

So I put through this weekly sheet 
instead of a daily sheet. That only 
takes fifty-two sheets a year, and here 
is the operation. We will take just 
one division. Your first entry here is 
your pairs on hand by these eleven di- 
visions. You begin on Monday morn- 
ing with so many pairs on hand. You 
take pairs into the store on invoice 
and they go out of the store on sales 
tickets. It is addition and subtraction. 
That is what accounting is. When 
your invoices are checked against your 
stock you enter them here under your 
divisions, your in-coming merchandise 
here and then what you sell goes down 
here, and you just check your outgoing 
vairs, and at the end of the week you 
might have a hundred pairs here, and 
if you received ten pairs that would 
make one hundred and ten of that 
model. and you sold twelve pairs, so 
ou have ninety-eight pairs left at the 

ttom of that entry. By just follow- 
ing the description of the various items 
on these sheets you can have a com- 
plete record, and it is simple to keep it. 


What and Why Is a 
Stock Record? 


By PAUL R. STEVENSON 
Auditor, Innes Shoe Co. 


TOCK records are as old as mer- 

chandising, and, as I see it, the term 

Stock Record or Stock Control is 
merely the modern definition of per- 
power | inventory, by units of sale, in 
addition to dollars and cents. 

A well-known New York authority 
has said that there are five funda- 
mental elements that constitute profit 
in retail establishments. First, the cost 
of merchandise; second, net sales; 
third, operating overhead; fourth, 
mark-ups, and fifth, mark-downs. 

As numerous ways of controlling 
the first four items have been studied 
and discussed, I will not attempt to 
touch on any of them, assuming that 
all of you are probably more familiar 
with them than I. 

The fifth elementary basis of profit, 
however, which is mark downs or re- 
ductions from expected profit, is a sub- 
ject which has demanded and held the 
attention of many of our foremost re- 
tailers. As yet no ~~ has been en- 
tirely successful in keeping to a safe 





plane this ever-increasing menace to 
net profits. 

As the general public has become 
more and more “choosey” in the mat- 
ter of merchandise demanded, so this 
problem of taking a loss on merchan- 
dise not wanted because of style, color, 
or material has become greater. 

To me the only solution appears in 
a more complete knowledge of mer- 
chandise on hand, merchandise on or- 
der, and merchandise sold during a 
similar season—in other words, Stock 
Control. And so we members of the 
accounting profession are endeavoring 
to combine our knowledge of record 
keeping with your knowledge of mer- 
chandise into a more or less accurate 
record. 


A Different Problem for Each 


BEFORE going any further, let me 
say that ter having consulted 
several authorities and after hav- 
ing assisted in installing Stock Con- 
trol in retail stores of entirely differ- 
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ent types, I am convinced that each 
merchant has problems to meet in this 
connection entirely different from his 
neighbor’s. The reason for any addi- 
tional record keeping will be the same 
in any store, however. It is because 
we are all interested in increasing our 
net profit, which cannot be done if the 
cost of such record keeping is greater 
than the benefit arrived at from these 
completed records. Therefore, no cut 
and dried plan which may be offered 
to you as applicable to your store be- 
cause it works elsewhere will be found 
entirely satisfactory from every point 
of view. 


Original Mark-Up Important 


I think it might be well to mention 
at this time that original mark ups, 
or difference between cost and selling 
price, is an all-important fundamental 
which governs profits, and to call your 
particular attention to the importance 
of a mark up of sufficient size. to take 
care of the inevitable mark down on 
style or seasonable shoes. 

(Merchandise control is merely one 
step in this direction, and the general 
principles which are found workable 
will prove the same in any establish- 
ment. In the first place, it is neces- 
pace | that the stock be department- 
i into enough segregations to prop- 
erly identify all kinds of merchandise. 
The second necessary requirement is 
that a record be made of all purchases. 
The third is that a similar record be 
made of all sales, and the fourth a 
similar record of all merchandise on 
hand, all such records being sub- 
divided into your various departments. 


Reducing Inventories 


5 ig ue are the fundamentals found 
to be necessary in one of the most 
efficient stock records known to be in 
existence. I refer to the Stock Con- 
trol system used by the Ford Motor 
Company, which makes possible a turn- 
over of assembly parts in their numer- 
ous branches of nearly fifteen times a 
year, this in spite of the fact that 
these parts are manufactured in the 
main plant in Detroit, which, in some 
cases, is many thousands of miles from 
the distribution point. It is necessary 
for each branch to carry a complete 
stock of approximately nine thousand 
different items. 

In practical terms you will find that 
by application of these principles, that 
inventories can be reduced, thereby in- 
creasing stock turn-over, mark downs 


can be controlled, and net profits can | 


be increased materially. When we con- 
sider that the latest statistics of the 
Retail Research Bureau show mark 
downs in specialty stores to be aver- 
aging between 10 and 11 per cent of 
net sales, it is apparent that some 
steps must be taken to curb this ever- 
increasing menace to net profits. 


How to Enter Invoices 


Briefly, our system at the Innes Shoe 
Company is this: In the first place, 
you should know that we are operating 
on what is known as the Retail System 
of Inventory. To those of you who 
are not familiar with this term, I may 
say that this differs from the cost sys- 
tem in that all invoices are entered 
at retail, as well as cost, and the per 
cent of cost is determined on each in- 
voice at the time of entering. This 
percentage is then used throughout, to 





determine the cost of goods sold. We 
have divided our stock into twelve main 
departments, which include hosiery and 
accessories, in addition to all types of 
footwear. 


Sales Recorded from Sales Checks 


Our shoe departments are divided 
into as many segregations of styles, 
colors and leathers as the size of the 
stock warrants. After our first phys- 
ical inventory under the Retail System, 
we analyzed and recorded the number 
of pairs of each of these segregations, 
which we.define as our “On Hand” re- 
port. From our sales checks we record 
daily our sales in a daily and monthly 
accumulative report in the same form 
as our inventory analysis. 

To assist our merchandise office in 
knowing how much to buy in dollars, 
we have worked out a simple method 
which has been a material factor in re- 
ducing our inventories. 

To begin with, it was necessary for 
our merchandise office to decide on the 
proper inventory in dollars, for each 
department, which would allow the 
proper stock turn and still leave room 
to take advantage of any change in 
wanted styles. This estimate we set 
up as “Desired Inventory.” Next, from 
our records, we estimated for a period 
of four months in advance our sales. 


Accurate Record of Purchases 


We then set up on ruled cards a rec- 
ord of all- purchases, using one card 
for each manufacturer and depart- 
ment, recording dates and amount of 
order and when the merchandise was 
to come. On this same card, in another 
column, we record all invoices received 
from this manufacturer. By deducting 
at the end of the month a total of in- 
voices received, from the total amount 
ordered, we know how much is due 
from each manufacturer. From this 
same record we also determine total 
back orders for each department. 

From our book inventory, in dollars 
and cents, at the end of each month 
we deduct our estimated sales for the 
four-month period, and the difference 
between this result and our “Desired 
Inventory” is our “Open to Buy” fig- 
ure at retail. Using the percent of 
Cost of Merchandise, carried in our 


general records, we arrive at the “Open | 


to Buy” at cost. The difference be- 
tween this result and the total of the 
amount on “Back Order” is our net 
“Open to Buy” at cost. 


Keep Records Flexible 


You can readily see the value of this 
information combined with the knowl- 
edge obtained from our Record of 
Sales by units, Stock on Hand by 
units, and Purchases by units. Right 
here I would like to say that any rec- 
ord of this nature must be flexible 
enough to meet changing conditions, 


| and must have the full support of your 


entire organization to be of any mate- 
rial benefit. Your auditor, accountant, 
or controller can only assist you by 
keeping the records. e must denend 
on you men of merchandising sense to 
give him accurate data for his rec- 
ords. It is well to remember this in 
planning estimates of sales, or De- 
sired Inventory. Don’t use the figures 
you would like to have happen, but by 
careful study, the figures which will 
most nearly compare with your busi- 
ness, which will allow you to estimate 


WHERE TO BUY 
Men’s & Women's 

















PARISTYLE FOOTWEAR MFG. CO., IN@. 
Factory and Selesreoms 
40-46 West 28th St. New York City 








ll a el a a li al a ee i elie al 


'WHERE TO BUY 


Wooden Beach Shoes 


8 8 6 Ee 


BEACH AND BOARDWALK 
WOODEN ./ \NOVELTIES 
Jor x 

MEN © WOMEN YN 


(Ata 


IN-STOCK 8 COLORS 


One dozen assorted sizes and colors sent 
on approval. When ordering specify 
men's or women's. 

GOLD SEAL SLIPPER CO. 
536 Broadway New York 
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WHERE TO BUY 
Standard Shoe Materials 











The One 
Waterproof 


Takes and Re- 
tains a Polish. 


CREESE & COOK CO. 
Temmertos at Damverspert $4 South St, Boston Mas 











WHERE TO BUY 
Shoe Buckles &@ Fabrics 





Cut Steel Buckles 
Tinsel Shoe Fabrics 


CRACOVANER 
889 FIFTH AVE., NEW YORK 
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7 CUT STEEL— E 
IMITATION STEEL 

| BEADED { 

T SHOE BUCKLES 


A. & H. VEITH, INC. TF 
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WHERE TO BUY 
Store F ixtures 


. 





very accurately your stocks and so 
plan your buying. 

Mr. Lew Hahn, who is the secretary 
of the National Retail Dry Goods. As- 
sociation, has said that the public is 
rapidly becoming “style conscious.” I 
think this condition is more apparent 
in the retail shoe business than in an 
other. There is surely a decided dif- 
ference in the many-styled stock of the 





present day shoe merchant, as com- 
pared to the old fashioned shoe store 
in which the stock was 90 per cent 
staple merchandise. Therefore, it be- 
hooves dll of us who wish to keep up 
with the march of progress to watch 
closer than ever the styles, colors, and 
leathers which are shown by sales to 
be the proper merchandise to buy. 





Getting New Ideas on 
Dolling Up the Store 


By R. L. PRATHER 


HE merchant who contemplates 

building or remodeling his shoe 
store could do no better thing than to 
travel around and look. is note 
book or sketch pad could be filled with 
memos of ideas that might be em- 
bodied in his new place. Best of all, it 
should be largely made up of “things 
not to do.” Chief among these items 
would be this outstanding memo: 
“Build as differently as possible from 
the average.” 

If he can afford a trip west to Cali- 
fornia or south to Florida, he will find 
a wealth of things to embody in his 
modern establishment. He may take 
ideas from all kinds of stores. He 
should not confine his gaze to shoe 
stores lest he see so many exactly 
alike that he become discouraged. 
Here and there he will find a brave soul 
that has dared to be different. Occa- 
sionally he will see a shoe store that 
stands out from all others like Minot’s 
Light in a storm. 

n Santa Barbara there is a jewelry 
store that might be copied by any shoe 
man. The store itself is one of many 
along Estada (State Street) and which 
the building commission has designed 
or passed upon favorably. It is a 
white stucco with red tiled roof. It 
does not resemble a store at all. A 
straight-up-and-down front with a sec- 
ond story resembling a dwelling. 
Charming balconies project beneath 
Spanish windows with wrought iron 
grills. The exterior wood work is 
stained a rich brown, almost black. 
The main entrance is just a doorway, 
like many doorways that welcome one 
into the old Spanish casas. A sweep- 
ing arch, a recessed door case, flag 
stone steps made of concrete and col- 
ored a rich brown. Hammered iron 
latch and handle for opening that mas- 
sive door. In the center top of the 
door is a grill work opening about two 
by three feet with glass behind the 
grill work. The door itself is a batten 
of substantial boards, grooved and 
tomgued and fastened together with 
wooden pins. I headed nails or 
studs add to the | of massiveness. 

There are two windows on each side 
of the doorway. These are almost 
square and the glasses are almost 
flush with the outer wall. Plate glass 
of course and an unobstructed view 
of the goods displayed. These windows 
are inside and tinted with 
bright colors. You can no more resist 
that window than you can a beautiful 
painting or flower or anything else col- 
orful, different. 





The interior of this store is Spanish 
and Moorish and colored brilliantly. 
The conventional show cases are miss- 
ing. In their stead are quaintly 
wrought cupboards, stands, nooks, a 

t fireplace with mantel supported 
y wrought iron grill work. Rugs, not 
a single carpet, on a tiled floor of 
beautiful colors, are thrown in a semi- 
careless way here and there. Seats are 
of the widest variety. Here is a great 
Spanish chair with massive back, 
studded with brass nails and uphol- 
stered in red leather. There is a 
bench without a back but charming in 
its simplicity and leather cover. 

The goods are displayed in a random 
fashion and still with the idea of 
showing them advantageously. A-ecase 
of brilliant gems is shown in the front 
of the store. This case is fashioned 
after a great Moorish cupboard, 
glassed on four sides and secured by 
great padlocks. It is altogether one 
of the most attractive stores in Amer- 
ica. It is daring in the extreme and 
yet of such a charm that people flock 
to see it. 

Now why could we not have a shoe 
store like that? Why straight-up-and- 
down shelving, conventional chairs, 
cartons, carpets and the usual ar- 
rangement? Is it a radical idea to 
suggest that shoe stores may be so dif- 
ferent? 

In a mid-west city there is a shoe 
store that dared to paint its children’s 
department in brilliant colors and 
thereby accomplished an out-of-the-or- 
dinary effect. The walls are Delft 
blue with friezes of Mother Goose pic- 
tures. The quaint benches are of an- 
other shade and the floors are bril- 
liant with color. The cartons are of a 
distinct tint, entirely off shade appar- 
ently. 

In Los Angeles a great shoe store 
has placed its men’s department down- 
stairs—not in the basement so-called— 
but really in the cellar. But so well 
has it been handled that men are 
charmed by it once they have been 
initiated into its beauty. You descend 
by a flight of wide, easy, curving 
stairs, deeply carpeted. You step into 
a club room and directly you face a 
wide fireplace with mantel of mas- 
siveness. Armchairs upholstered in 
leather invite you to sit and rest. A 
large table in the center holds two 
handsome lamps. Magazines, books, 
newspapers, writing materials, pens, 
ink, a telephone, smoking stands, 
matches, everything for the comfort 
and convenience of a man. 
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WE BUY Ree | WE BUY 
RETAIL > WE BUY JOBS - WHOLESALE 


SHOE STOCKS SHOE STOCKS 





Trarscr-pracuer 


OMPANY-INCORPORATED | _ WE BUY 
aa Broadway, NEW YORK, N. Y. MANUFACTURERS 


SAMPLES 
Jobbers and Exporters 
of Shoes 





GOOD MERCHANTS 


Bat tented - (LEAN HOUSE EVERY WE BUY 
: SIX MONTHS TENNIS 


The CAHILL CARTON CAHILL BOX MARKER 


“The Carten That Opens ie the Front” (Copyrighted) 


A VERY EFFECTIVE 





HARRISBURG, PA. 
gO, 


Did You Ever Think of This? 


You probably have used equipment, shop-worn equipment, out-of-date 
models or products which you do not want but which some one else would 


be glad to get hold of at a price under the market. 


Classified Advertising in tte BOOT AND SHOE RECORDER will 
move them quickly and economically. See Classified Section for Advertis- 


ing rates. 
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POSITIONS WANTED 
4c per word. Minimum Charge 75c. 


LINES WANTED 
4c per word. Minimum Charge 75c. 
ALL 


OTHERS 
7c per word. Minimum Charge $1.25 


Classified and Opportunities Department 
_RATES AND OTHER INFORMATION . 


Copy must be received at the Boot and Shoe Recorder, 80 Federal Street, Boston, Mass., on 

Monday of the week of publication in order that advertisements be published same week. 

Otherwise insertion will be put over to the following week’s issue. 

Wheu advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desires replies forwarded direct to their address 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 








ALL DISPLAY SPACE 
Five dollars 


per inch. Allow 45 words to an inch 








Payment in advance is required, except when regula: 
advertisers, as amounts are too smal! to open accounts 




















SALESMEN WANTED 


SALESMEN WANTED 





SALESMEN WANTED 























The Educator Shoe Corporation of 
America 


is ready to give consideration to applications from first class sales- 


men for territory centering in 


CHICAGO 


and including Illinois and Southern Wisconsin. Only interested 
in men of proved ability with thorough knowledge of the territory, 
and whose past record shows successful and intimate contact with 
the dominant retailers therein. Applications should give details 
as to past connections and results, and other qualifications. All 
applications will be treated strictly confidentially. Splendid 
sagen for ambitious and energetic salesmen of the proper 
ca 


re. 


Also have several territories in Mid-West and Southwest for 
which applications will be given attention. 


Address applications personally to J. P. Macfarlane, General Manager, 
Educator Shoe Corporation of America, 225 West 34th Street, New York 


City, N. Y. 


















Detroit Representative Wanted 


A well known Middle West manufacturer of children’s shoes seeks 


a Detroit representative. 
following among the retail trade. 


This man must be experienced, with a 


It’s essential he know the chil- 


dren’s game, and if he has sold women’s shoes so much the better. 
In making application tell us your experience, the concerns travelled 
for, the time with each, territories covered, average annual sales, 


drawing account necessary and references. 
Address D-919, care Boot and Shoe Recorder, 189 W. 


confidence. 
Madison St., Chicago, III. 


Write fully and in 















WANTED: 


For ALABAMA, ARKANSAS, IL- 
LINOIS, INDIANA, MISSISSIPPI, 
SOUTH CAROLINA, TEXAS, VIR- 
GINIA and other desirable terri- 
tories, salesmen. to carry as side 
line the fastest short line of ladies’ 


Liberal commissions. Good oppor- _ 
tunity for big earnings. Address— 


CORRECTIVE SHOE CO. 
ST. LOUIS, 


MISSOURI 
—=! 














DO YOU KNOW? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs 





WANTED 


Salesmen with established trade to sell 
on commission basis line of women's 
novelties to retail $4 to $6. Territories 
open:-——New York, Pennsylvania, Ohio, 
Michigan, Illinois, Maryland and Virginia. 
State reference with application. Ad- 
dress D-929, Boot and Shoe Re- 
- ng 80 Federal St., Boston, 
ass. 








SALESMEN WANTED 


to carry our Line of Stitch- 
downs in Ohio, 2-trays; as a 
Side Line. Straight Commis- 
sion basis. 

Address D-912 care Boot & Shoe 


Recorder, 80 Federal St., Bosion, 
Mass. 













Salesmen Wanted 


In New York State, Middle West and 
South, with established trade, to sell 
Women's Novelties, § s, and Staples, 
in Stock, on Straight Commission. Give 
full details and references in first letter. 


THE BOARDMAN SHOE CoO., 
564 Atlantic Ave., Boston, Mass. 











SALESMEN now calling on the retail shoe 
trade, infants’ wear departments and Baby 
Shops, to sell Dr. Ray’s “PADDI_ERS,” Dr. 
eye “Cushion Soles” and “STORKLET” 
Soit Sules and M Exceptional opnor- 
Good commissions, payable monthly. 
You get full com- 





tunity. 
95% service from stock. 
mission on all mail orders. Good territory 
open. Give references and present lines car- 
ried. Confidential. Address Sales Manager, 
274 Sanford St., Rochester, New York. 





WE intend to add a few sideline salesmen in 
several territories. This is a good 
tunity for a shoe seleeman who te slowed 





SALESMAN WANTED—Must have good fol- 

lowing among department stores and mail 

order houses, to sell leather, felt and dupont 

slippers. All styles. Address D-923, care Boot 

— Shoe Recorder, 80 Federal St., Boston, 
ass. 





Recorder 

source of information as 
» are worthy of your closest 
attention. 
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SALESMEN WANTED 


| MPORTER of men’s woven sandals, made in 
England by factory turning out shoes of 
superior workmanship, fit and quality, priced 
to compete with Czecho-Slovakian sandals, car- 
ried in stock, will sell on 








WANTED—Real producers in 

following territories: Detroit, Milwau- 
kee, Pittsburgh or St. Louis. Must reside in 
territory. gs sey shoes in-stock at 
popular prices. mission basis. Write for 
details. M. GOLDMAN, 210 Essex St., Bos- 


ton, Mass. 


ry mage ma 





FOR SALE 





For ¢ SAT. Se eae shoe store in North- 

‘colorado college town. carrvine women's 
Me ye Children's shees exclusively. Clean stock, 
will sell at a bargain. Write to P. O. Drawer 
G. Sterline. Colorado. 





OR SALE—Will sell entire or controlling 


yf in exceptional high grade shoe store 


Shoe Recorder, 80 Federal St 





NOTICE to good shoe buyer. can make monev 
in this brsv town, 19 miles from Ph ladel- 
phia. Pa., establ’she1 75 years I ong lease or 
wil! sell shoe stock and pronertv. Address 
D-928. care Boot ani Shoe Recorder, 80 Fed- 
eral St., Boston, Mass. 





R_ SATE—ESTABLISH®D FAMILY 

SHOE §S E in good. live mill town. 
Excellent lease. Good reacons for selling. 
Write D930, care Boot and Shoe Recorder, 80 
Federal St.. Boston, Mass. 


POSITION WANTED 


POSITION WANTED 











SALES MANAGER 


Capable executive, with children and growing 
girls experience, available for a good growing 
organization; also familiar with office, cost and 
general accounting as well as buying. Address 


D-926 care BOOT AND SHOE RECORDER, 
189 W. Madison St., Chicago, III. 








OSITION WANTED—Manacer or Sales- 
man for shoe department or store. 15 
years’ experience; A-1 salesman; excellent rec- 
ommendations. Address D-920, care Boot and 
Shoe Recorder, 80 Federal St., Boston, Mass. 





LINE WANTED 


XPERIENCED retail Shoe Salesman and 

manager for past eight years, age 32, wants 
line of good shoes for Southern territory, hest 
references. Care Post Office, Box No. 94, 
Washington, N. C. 








WANTED TO PURCHASE 








ro BE SURE THAT YOU RECEIVE 


THE VERY HIGHEST PRICES 


for your retail odds and ends, entire 
or surplus stocks, ask us for our bid. 
(Eetab. 40 years.) Cash transactions. 


Export Surplus Purchase Co., Inc. 
$96 Broadway, New York, N. Y. 





EXPERIENCED young man, 34 years old, 
clean cut, married, desires connection with 
reliable manufacturer. Philadelphia and vicin- 
itv preferr d‘ress D-917, care Boot and 
Shoe Recorder, 80 Federal St., Boston, Mass. 





MANUFACTURER'S agent on Pacific Coast 
desires line of ornaments and associated 
lines; will be in New York about February 
15th for personal interv'ew. Address D-918, 
care Boot and Shoe Recorder, 80 Federal St.., 
Boston, Mass. 








HIGHEST CASH PRICES 
PAID 
"MAX GLAUBERG 


64 Lispenard St., New York Oity 
Canal 8014 











HELP WANTED 


FOR RENT 








General Manager 


for a chain store organization that will 
feature men’s shoes. 

The man songht probably now holds a high 
position with a chain store concern. He 
knows from practical experience the opera- 
tions of chain stores and has a record that 
needs no apologies or explanations. 

He must be willing to locate either in the 
middie west or the east as developments 
dictate. To such a man a generous onpor- 
tunity both in salary and bonus is offered 
Replies will be considered confidentially. 





Recorder, 80 Federal St., Boston, 


| gecrerenieen 





FOR RENT 


Shoe department in ladies’ special- 
ty shop in Reading, Penna. For 
particulars write to 
JEANNETTE, 
813 Penn St., Reading, Pa. 














STORE FOR RENT—High Point, N. C. 
15 x 100. Ideal for Shoes or Men’s Shop, 
or any other First Class Business. 100% 
location. The best Mercantile Town in North 
Carolina. One hundred and twenty manufac- 
turing plants. Ten new ones 1928. Pay roll 
annually Eighteen Million’ Dollars. If inter- 
ested, come and see it. Address A. V. Sapp, 
owner, Greensboro, North Carolina. 





FOR LEASE 





Credit Man Wanted 


Credit man wanted for reputable 
shoe manufacturer. Give all de- 
tails in first letter. 


Address Poy Boot & Shoe Re- 
= Federal St., Boston, 


T°? LEASE—100% location for Shoe Store 
in prosperous town of 10,000 population, 
central Pennsylvania: ideal for chain store. 
Reasonable rental. Lease to suit. Address 
D-927, care Boot and Shoe Recorder, 214 So. 
‘2th St., Philadelphia, Pa. 


BUSINESS OPPORTUNITY 











Stock Man Wanted 


Tienced stock man capable of operat- 
in-stock department for a shoe 
Give all 


= Fy Bee t & Sh Re- 
80 Federal. St., Boston, 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
—- in service fees. A new system of 

t correction; readily learned by any- 
p= xo home in a few weeks. Wasy terms 
for training; openings everywhere with 
Se eae oe ae See = No capi- 


ncy or 
soliching. ha Stephenson “Labora 
, 21 Back Bay, Boston, 





Milbradt 
Ladders 


Made for 40 years 
by the original in- 
ventors. 





Made in all styles 
to suit any shelving 
conditions. 








Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
24:6 No. 10th Street 
ST. LOUIS, MO. 





LAB. E LS 
SHOE CARTONS 


EXCLWSIVE BUT NOT ExpEnsrve 
SAMPLES UPON REQUEST 





- 
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MERCHANTS’ NEEDS 











Beautiful bay a poe 
Levine Display. Studios 


ous, Construct and Install 
hoe Window Displays 
Complete Decorative. Backgrounds at Rental 


Window Dressing by Experienced Men 
261 W. 42nd St., New York City 
Wisconsin 6659 








HOLFAST 


The Wonder Buckle 
Holder! 
— 

















LABELS 


F.H.KLUGE 
WEAVING 





New Effects Secured 
With Old Patterns 


LYNN, Mass.—All patterns are not 
necessarily new. Some of the vintage 
of 1928, made up in new combinations 
of leather, or fabrics, look as new as 
the 1929 models of motor cars. “But,” 
says the last maker, “the form is the 
thing, and the shape of the shoe is its 
style.” 

Fitting clerks should polish up their 
shoe forms. Shoes are being lasted 
tighter to the wood than ever. This is 
to get form. The pear shaped heel, 
narrow at the top and bowing out 
toward the bottom, as smooth as silk 
inside and out, is the acme of shoe- 
making for 1929. It grips to the heel 
of the foot like a bulldog to the bone. 
Littleway lasting is partly responsible 
for this. 

Center buckles lead in several lines 
for dressy street wear. If the colonial 
buckles are made larger, shoes will 
have to be built bigger to carry them. 
Novelty “tight are always good. More 
ties and light oxfords are noted, es- 
pecially in the country club types. 

Pressure on prices is stronger than 
ever. Some Lynners are imagining 
how old Giles Corey felt when he was 
poss to death, in neighboring 
alem, during witchcraft days. For- 
tunately, the practice of paying cash, 
or close to cash, is getting more com- 
mon. The bank deposits in Lynn are 
the highest in history. The matter is 
mentioned to show the more ample 
flow of real money through the trade. 


Chiropodist Says Foot 


Troubles Are Decreasing 


CoLumBus, OHIO (UTPS) — “Too 
much ——. plays havoc with the 
feet,” said Dr. J. J. Kurlander, a 
chiropodist of Cleveland, who attended 
the annual convention of the Ohio 
Chiropodists Association held in Co- 
lumbus recently. “A moderate amount 
of dancing is for the feet,” con- 
tinued Dr. Kurlander, “but when over- 
done it creates no end of foot troubles. 
The feet of girls are more susceptible 
to ailments than are those of the 
stronger sex. This is due largely to 
the fact that girls wear shoes with ex- 
treme high heels, which throw all of 
the weight on the toes, and sometimes 
a broken arch | will result from pro- 
longed danci 

It Herero during the discussion at 
the convention that foot troubles are 
on the decrease despite the fact that 
feet are not being used as much as for- 
merly. The principal reason for this 
is that many more people have learned 
to take care of their feet. 

About 100 attended the meeting. 
The headliner was a talk by Dr. M. S. 
Harmolin of Chicago, mee Foet ‘of the 
National Association. Dr. John M. 
Hiss, well known foot and bone expert 
of Columbus, was also on the program. 





New Shoe Stores 


George C. Fletcher, Marlboro, Mass. 
John M. Childs, Boston. 
Teacher’s Shoe Store (Max Teacher, 





Prop. .), 46 Park Street, Attleboro, 











MERCHANTS’ NEEDS 











replace stock without 
danger of falling. 4] 
Cushioned Tired ¢ 

Troll and Truck 

Wheels eliminate noise and prevent vibra- 
tion. Erection as simple as A, B, Utilize 
small space. Make top shelves safely avail- 
able for stock purposes. e style—neat of 
oe fnished—any oe ceiling. 


Circular on 
request. me EMYERS & @ BRO.co. 
GeumPs-WATER SYSTEMS-HAY TOOLS- ease , 











iota: 
|| FIXTURES | 


S OF THE BEST ONiy 


Sine) AAD 
| DESCRIPTION }| 


Send for Cati slog 


B46 i 


493 SEVENTH AVE- NEW YORK 














New Life Needed 


From what source shall the shoe 
trade recruit its replacements? As the 
older men pass out of the picture there 
is a great need for young men to step 
in and take the helm. here will they 
be had? 

Right now there is a dearth of tal- 
ent. It becomes more and more difficult 
to obtain real help. Salespeople of 
the right kind grow scarcer each day. 
Merchants who put on sales know that 
it is next to impossible to pick up ex- 
tra help that will function properly. 
There are thousands of “floaters” in- 
competent who drift from one job to 
may 1p gonerag discontented, want- 

to get out of the business. Store 
he p that sticks to one place and pros- 
pers becomes more and more a “rara 
avis.” 

Sons of shoe retailers are turning 
away from the shoe business in an as- 
tonishing number. They are seeking 
employment in other lines or profes- 
sions. Some even enter mechanical 
trades, feeling that the rewards are 
more desirable. One young man be- 
came a plumber because, as he said, 
he could make more money in a day 
at plumbing than he could in a week 
in shoes. 
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fr? UGH pavements, escalators, 
stairways, pullman steps, etc., 
are danger spots to slender wood heels 
attached with ordinary attaching 


nails. Safeguard your customers by 
using Alpha Wood Heel Screws. 





Their exceptional holding power 
sets the heels true and rigid, keeping 
them in exact position—gripped to 
the heel seat. Heels attached with 
Alpha Wood Heel Screws cannot 
become loosened or lost. 




















em nr  / 








Farsighted retailers 
forestall vain regrets 
by insisting on the 
use of Alpha Wood 
Heel Screws by the 
manufacturer. An 
important little detail 
that will safeguard 
your customer and 
help create good will 








United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 











The Boot and Shoe Recorder 


Serves in 


Getting More Shoes Sold Right; not only “more” but “right”; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of Tue Boot anp SHoe Recorper 

is to help solve it; for this is the basic problem upon which depends 

the progress of the as allied industries relating to shoes artl leather, 
their production and distribution 








In this Issue— 


MEETING AND BEATING THE NEW 
CNUNIED 3 obb0-cnvGcnedeede ss Staff Correspondence .......... 41 
Middle Atlantic Retail Shoe Mer- 
chants Hear About the New Type 
of Salesmanship. 


SoutH Staces Couor RI0T......... Palm Beach Leads the Way..... 42 

New CoLors IN GARMENTS......... Predictions Made by Garment 
PORES Rdic oh cede edicecwcss 44 

THE VOICE OF THE RECORDER....... Opinions of the Editor......... 46 


New IpeEAsS IN SUMMERWEIGHTS.... Dressy Shoes of Kidskin....... 48 
Shown at the Astor in New York 
City. 
Four HIGHWAYS TO A PROFIT..... By BB. A. Bart i. oc ccccccce 50 
Things to Watch When Running 
a Store. ‘ie 
BUILDING BUSINESS IN A SMALL 
EE Gk seuatidies tc heck seed we By H. Russell Brown.......... 55 
Rerai, SHOE SALESMAN........... By Helen M. Haney........... 56 
Dedicated to the Man on the Floor. 
Ir Your SAtes Story Is Ob...... A Sermon on Gingering Up.... 71 
WHo’s WHO ON THE ROAD......... By Helen M. Haney........... 81 
News of the Travelers. 
SHOE MERCHANT NEWS........... About Retailers............... 87 
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SUBSCRIPTION RATES 
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re 8 Venezuela and the Guianas, which is $6.00). 
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ad must reach us at least thirty days before the date of issue 
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ih fatlure to send ad notice. With your new address be sure also to send us 
old one. address label from a recent copy. 
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ACext @Meek 


you will find 


in the 


Boot and Shoe 
‘Recorder 





HREE great truths have been 
brought to light regarding the 


very definite connection between de- 
preciation and turnover. 
are: 


Here they 


FIRST: The _ salability, 
or value, of a stock is in 
inverse proportion to tts 
average age. 


SECOND: The average 
age of a stock has a direct 
relation to, and may be de- 
termined from, the rate of 
turnover. 


THIRD: After a certain 
age the value of a shoe or 
stock of shoes becomes less 
than the effort it takes to 
turn that value into cash. 


In next week’s issue—facts, facts 


and more facts. Hunch is taboo. 
Guess work is being replaced by 
accurate forecasts, based on method- 
ical, co-related facts. Here is some- 
thing to help you now. Remember 
the truth, “A shoe has no value what- 
ever beyond that at which it is ap- 
praised by the customer when he or 
she says, ‘I’ll take it.’” 


a & Shoe Workers’ Union, Boston, 


Export Surplus Purchase Co., Inc., 
t 


Standard Kid Co., Boston 
Glauberg, Max, New York City 
Thayer Foss Co., Boston, Mass 
Kirsch Blacher Co., New York City 


West br a Pulp & Paper Co., 
York City. 








Meyer, Frank B., Co., Inc., Brooklyn, N. Y. 97 
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D RY FEET HOES filled with InvisisLE MippLEsoLe 


offer the best protection against sudden 
—on wet p avements [ Rams ... Sleet . “ and .. 
| INvisiBLE MIDDLESOLE prevents cold and 
dampness from penetrating through to the 
feet and aéts as first aid to health and com- 
fort by providing a flat, dry insole. 


Leading shoe manufa@turers throughout 
the United States and Canada are filling 


their shoes with InvisiBLE MIDDLESOLE. 


to put Invisible Middlesole (Bottom Filler) in your 


MR. SHOE BUYER: Ask your shoe manufacturer 
shoes — send for descriptive folder and coupon book 


BECKWITH MANUFACTURING COMPANY 


MANUFACTURERS OF VULCO PRODUCTS 
STATLER BUILDING - - BOSTON, MASSACHUSETTS 








